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Nowadays issues related to sustainable development has got a lot of attention in academic 
discussion. In consumer behavior especially environmental attitudes and values has been 
studied from many perspectives. However, due to the concentration to environmental issues, 
the social aspects of sustainability have often been left with too little attention. 
 
The aim of this study was to enhance knowledge of how sustainable values are related to 
purchasing decisions in a travel process. If respondents differ based on their sustainable values, 
what differences can be found between these segments? How potential travelers pay attention 
to sustainability in tourism? 
 
The research was quantitative and the results are based on the survey carried out in the spring 
of 2013. In total 508 students from the University of Eastern Finland was participated into the 
survey. A K-mean cluster analysis was implemented where the respondents were segmented 
based on their ratings of self-transcendence and self-enhancement values presented by 
Schwartz. 
 
As a result the solution of two clusters was chosen. The clusters were named as Self-Enhancers 
and Self-Transcenders due to the consistency with Schwartz’s value dimensions. Self-
Transcenders valued more the sustainable attributes related to a travel process which can be 
seen to reflect the positive intentions concerning sustainable purchasing decisions in tourism. 
The Self-Transcenders had also more pro-ecological worldviews and sustainable lifestyles 
compared to Self-Enhancers. In this research it is suggested that respondents can be classified 










ITÄ-SUOMEN YLIOPISTO  
 
Tiedekunta 





Työn nimi  
Kestävän kehityksen arvojen ja matkailun ostopäätösten välinen yhteys 
Pääaine  
Palvelujohtaminen 
Työn laji  







Kestävä kehitys on viimeaikoina kerännyt akateemisessa keskustelussa paljon huomiota. 
Kuluttajakäyttäytymisessä erityisesti ympäristöön liittyviä asenteita ja arvoja on tutkittu 
monesta eri näkökulmasta. Ympäristöasioihin keskittyminen on kuitenkin usein jättänyt 
kestävän kehityksen sosiaaliset ulottuvuudet kovin vähälle huomiolle. 
 
Tutkimuksen tarkoituksena oli lisätä tietoutta kestävään kehitykseen liittyvien arvojen 
yhteyksistä matkailun ostopäätöksiin. Jos vastaajat poikkeavat toisistaan kyseisten arvojen 
perusteella, miten muodostuneet ryhmät muutoin eroavat? Entä missä määrin potentiaaliset 
turistit kiinnittävät huomiota kestävyyteen matkailussa? 
 
Tutkimus toteutettiin määrällisenä tutkimuksena ja sitä varten toteutettiin kysely keväällä 
2013. Kyselytutkimukseen osallistui yhteensä 508 opiskelijaa Itä-Suomen yliopistosta. 
Analysointivaiheessa vastaajat ryhmiteltiin K-keskiarvoklusteroinnin avulla pohjautuen heidän 
arvoille antamiin pisteytyksiin koskien Schwartzin arvoteorian itsensä korostamisen ja itsensä 
ylittämisen ulottuvuuksia. 
 
Tutkimuksen tulokseksi muodostui kahden klusterin ratkaisu. Klusterit nimettiin itsensä 
korostajiin ja itsensä ylittäjiin Schwartzin arvoteorian mukaisesti. Itsensä ylittäjät arvostivat 
matkailuun liittyviä kestävän kehityksen mukaisia ominaisuuksia itsensä korostajia enemmän, 
minkä voidaan nähdä heijastavan positiivisia aikomuksia kestävän kehityksen mukaisten 
ostopäätösten tekemiseen matkailussa. Lisäksi itsensä ylittäjät omasivat itsensä korostajia 
ympäristöystävällisemmän maailmankatsomuksen sekä kestävämmät elämäntavat. Tämän 
tutkimuksen perusteella voidaan katsoa, että vastaajat on mahdollista luokitella heidän 
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In this introductory chapter the background of the main theme, sustainable development and 
its impacts on consumer behavior, more specifically on tourists, is discussed. This is followed 
by the description of the aims and scope of this study. The theoretical framework and the 
main concepts are also defined. Finally, the previous studies concerning the topic of 
sustainability and consumer behavior with psychographic variables are put together. 
 
1.1  Background 
 
In the past few decades it has been acknowledged that the attained economic growth and 
development hasn’t included only positive impacts to humankind, but also serious negative 
consequences to the environment (Murphy & Price 2005, 167). Sustainable development is 
generally defined as a development that “meets the needs of the present generation without 
compromising the ability of future generations to meet their own needs” (WCED 1987). The 
definition is based on the Brundtland Report by United Nations’ (UN) World Commission on 
Environment and Development from 1987. Although the definition has been criticized for 
example of being too unfocused, general and impractical, it has still led to an important 
discussion between separate stakeholders, such as academia, industry and government, about 
the characteristics of sustainable development. (Spenceley 2008, 197.) Ten years after this 
definition the UN emphasized the need for a comprehensive approach, and suggested that 
economic development, social development and environmental protection are interdependent 
components that mutually reinforce the notion of sustainable development (Spenceley 2008, 
197–198; United Nations 1997). These components can also be divided into biocentric 
(environmental protection) and anthropocentric (social/socio-cultural and economic 
development) categories (Weaver 2006, 25). 
 
The role of individual consumers and their possibility to impact on environmental problems 
both globally and locally has been a growing interest in recent years (Barr, Shaw, Coles & 
Prillwitz 2010, 474). Researches indicate that people’s environmental awareness has 
increased over the last few decades (Lück 2003, 235). People are nowadays more concerned 
about the environmental issues, which is why consumer behavior studies have started to 
analyze whether this concern has also an influence on consumer behavior in the marketplace 
(Millar, Mayer & Baloglu 2012, 396). Due to their contradictory values the relationship 
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between environmentalism and materialism has also been an interest in academic literature 
(e.g. Banerjee & McKeage 1994). However, sustainable consumption means rather 
consuming wisely and thoughtfully than simply consuming less (Martin & Schouten 2012, 
36). For instance some alternatives for purchasing an item are renting or borrowing it (Belz & 
Peattie 2010, 75). 
 
The problem is that while almost the entire population may agree in the abstract that the 
principles of sustainable development are important, strong tensions between these principles 
exist. How the goals of sustainability are defined, also effects on how big are the changes that 
need to be done. (Leiserowitz et al. 2006, 434, 440.) For example as Jamrozy (2007, 123) 
suggests, while in the tourism context economically wealthy communities can naturally be an 
essential goal, at least the same importance should be given for social and environmental 
objectives as well. 
 
Tourism has recently been one of the fastest growing sectors of the world economy (Seddighi 
& Theocharous 2002, 475). Tourism industry among others should also pay attention on 
sustainable development, because this particular industry is especially dependent on natural 
resources and heritage of society (Murphy 1985; ref. Murphy & Price 2005, 172). However, 
sustainable tourism will unlikely develop without the pressure from tourists (Swarbrooke 
1999, 345). Tourists are the end consumers and the main source of business income of many 
tourism operators. In this sense the travel choices and the signals from tourists to producers 
and destinations through the market have an influence on tourism sustainability. (UNWTO 
2010, 7.) 
 
It is claimed that tourists are not as interested in adopting sustainable lifestyles or supporting 
responsible tourism products as companies and governments (Budeanu 2007, 499). On the 
other hand, while the demand of responsible tourism may not be explicitly expressed, 
satisfaction levels might increase if customers know that their visit will have a positive 
contribution to the host destination instead of harming it (Frey & George 2010, 114). For the 
processes of tourism planning and managing it is important to be aware of the factors that 
truly influence on travel decisions and behavioral intentions when choosing a certain travel 
destination (Lam & Hsu 2006, 589). Generally intentions are good behavioral predictions 
(Honkanen, Verplanken & Olsen 2006, 423). When trying to increase knowledge about 
tourist behavior intentions, attention has to be turned from demographic variables to more 
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psychographic ones. These include a great amount of psychological concepts, such as beliefs, 
motives, needs, attitudes and values. (Blamey & Braithwaite 1997, 31.) 
 
1.2  Aims and scope of the study 
 
The aim of this study is to enhance knowledge of possible differences in respondents’ 
sustainable values and their relation to the importance that is given to sustainable attributes 
related to travel process. It can be seen to reflect the intentions that respondents have 
concerning sustainable purchasing decisions in tourism. This results in the main research 
question of this study: 
 
 How sustainable values are related to purchasing decisions in a travel process? 
 
If respondents differ based on their sustainable values, there should be a possibility to form 
various groups with similar value orientations. When respondents emphasize sustainable 
values, are they shown in intentions to make sustainable purchasing decisions in a travel 
process? On the contrary, if the sustainability is not so much valued by an individual, it might 
be a less important factor when making purchasing decisions in a tourism context. Other 
differences between these groups might possibly be found as well. Also the information about 
the overall interest of potential travelers towards sustainability is essential. The sub-problems 
of the main research question are: 
 
 How potential travelers pay attention to sustainability in tourism? 
 If respondents can be separated into different groups based on their sustainable 
values, how do they differ? 
 
Sustainable values are part of a wider concept of values and their effect on consumer 
behavior. However in this study the focus is only on tourism behavior so that the subject 
would not be too broad and undefined. The study focuses on potential tourists’ perspective 
and does not explore the viewpoints of local residents, government or tourism industry 
businesses. A student sample was used in this study. It is acknowledged that because of this 
sample, an excessive generalization should be avoided. However, this gives a great 
opportunity to enhance knowledge of potential tourists, while students can be seen as a quite 
young age group and an influential consumer segment in the future. Also an important theme 
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concerning this topic is to know how aware this group is about the issues related to 
sustainability. 
 
It is recognized that in addition to sustainable values many other values effect on the 
purchasing process of tourists though they are excluded from this research. The aim is to 
study the travel process from choosing the form of traffic to the features of the destination and 
services in the context of mass tourism in general. While tourism can be divided into domestic 
and international travelling, and tourism of foreigners to a specific country (Silvennoinen, 
Tahvanainen & Tyrväinen 1997, 14), this study focuses on travels abroad. Then the person is 
usually far away from home and the context is very different from normal. The impacts are 
often more notable than in domestic tourism. For example an increase in distances often 
means increasing demand for air transport (Böhler, Grischkat, Haustein & Hunecke 2006, 
660). Some definitions of tourism include business travel, while others concern only leisure 
travel (Veal 2011, 4). This study includes both business and leisure travels into the concept of 
tourism. 
 
1.3  Key concepts and the theoretical framework 
 
Sustainability indicates the long-term goal of keeping a balance between sustainability 
principles which are the environmental, economic and socio-cultural dimensions (UNWTO 
2010, 1). 
 
Sustainable tourism can be seen as an economically feasible form of tourism which ensures 
the availability of resources also in the future, including the physical environment and the 
social structure of the host community (Swarbrooke 1999, 13). This type of tourism pays 
attention to its current and future economic, social and environmental impacts, simultaneously 
acknowledging the needs of different tourism parties, including visitors, the industry, the 
environment and host communities (UNWTO 2010, 1). A wide range of different definitions 
and closely related notions for sustainable tourism exist in the literature. Some of these 
notions, such as eco-, ethical and green tourism, are covered more closely in chapter 2.1. 
 
Sustainable values and values in general are evaluations of abstract ideals. They illustrate 
how an individual sees the world and not necessarily the truth about the existing world. 
(Maio, Olson, Bernard & Luke 2003, 284.) In general values can be seen as guiding principles 
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central in individual’s life (Hedlund 2011, 279). While this study uses the term of sustainable 
values, it is acknowledged that they can be expressed through certain attitudes and behaviors 
(Leiserowitz, Kates & Parris 2006, 418). That is why in this study it is claimed that when 
studying values the attitudes cannot be totally ignored or excluded from the survey. This 
study aims to measure environmentally and socially benign orientation, which is suggested to 
reveal sustainable values. The sustainable economic development can be seen to relate more 
on the industry perspective. However, it can be considered that in consumer behavior social 
values, such as equality and social justice, relate to sustainable economic equality. 
 
Responsible tourism includes restraint and a sense of responsibility on the part of both 
tourists and the tourism industry and its activities and impacts (Swarbrooke & Horner 2007, 
187). In this study the notions of responsibility and sustainability are thought to be closely 
related, because sometimes these concepts are handled almost as synonyms and as Vereczi 
(2010, xix) stated, tourism can make the most of its potential only if it is developed in a 
planned and responsible manner, ensuring the long-term sustainability of the sector. 
 
Travel process includes pre-purchase, actual purchase and post-purchase phases. In pre-
purchase decisions individual notices the need, search information and evaluate different 
options. In the actual purchase phase the choices are made and purchased. The post-purchase 
phase may include actions like evaluation of the experience and giving feedback. (Albanese & 
Boedeker 2002, 104, 106.) Purchases of travels are often high-priced and less frequent 
decisions that are made with at least some level of consideration (Swarbrooke & Horner 2007, 
3–4). With the decisions that will be made, the traveler has great possibilities to impact on the 
progress of tourism and how the sustainable principles will be noticed in it (Kangas 2007, 45). 
 
Theoretical framework for this study is shown in Figure 1. In the centre is the main theme of 
this study, sustainable development, the influence of which can be seen on all other topics. 
Tourism is concentrated on sustainable tourism and its different sectors. In this study 
purchasing decisions made by a tourist in the travel process includes especially the factors and 
attributes that effect on sustainability. Values have an influence on consumer behavior and 
also on tourists’ decision-making process. Because of the scope of this study, the main focus 
is on defining and examining sustainable values of individuals. 
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Figure 1. Theoretical framework of this study. 
 
1.4  Previous studies 
 
Li & Cai (2012) stated that while the importance of values has been generally accepted as 
impacting on behavior, it has received limited empirical attention in tourism literature (Li & 
Cai 2012, 473). Some of the previous studies concerning the scope of this study are put 
together in the appendix 1. The main research methods and scales that were utilized in those 
studies are also shortly presented. Many studies use the closely related notions for sustainable 
tourism, which were mentioned in chapter 1.3. As can be seen from the list, majority of the 
studies concerning the topic of sustainability are focused more on the environmental and 
ecological aspect of sustainable development and have left the social and economic 
dimensions with very little attention. 
 
The study of Hedlund (2011) included quite the same aspects of sustainable tourism as stated 
in the scope of this study. In the value orientation part participants were asked to indicate the 
importance of different values as guiding principles in their lives. Items were selected from 
the original list of values by Schwartz. (Hedlund 2011, 282.) However, the focus of Hedlund 
was more concerned on the ecological sustainability, while in this current study also the social 
aspect of sustainability is emphasized. The approach was different as well, because in the 
study of Hedlund the participants were asked to choose one vacation trip made during the 
summer of 2007 and the questions were focused on that particular trip (Hedlund 2011, 282). 
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In this study at issue the questions will concern the travelling behavior in general and 
intentions related to it. 
 
As can be seen from the appendix 1, questionnaires are often used as a prior research method 
in the studies of this research field. In these usually self-administered surveys the Likert scale 
is a common scale to study psychographic aspects of tourism behavior. One alternative 
method to prioritize attributes was used in the study of Zografos & Allcroft (2007) where 
respondents were asked to prioritize their preferences towards ecotourism elements in one 
part of the questionnaire. For this part they used the Analytical Hierarchy Process (AHP) 
method, which uses pairwise comparisons between each element with each other rather than 
prioritizing all attributes at the same time. This helps to arrange all elements hierarchically 
based on their relative significance and reduces the mental bias for respondents. (Zografos & 
Allcroft 2007, 50.) On the other hand, ranking requires that people are able to express sharp 
and definitive preferences. Especially in the case of values people are not usually so much 
aware of the possible contradictions when making most behavioral choices. This is one of the 
reasons why the method of rating items can be seen as a better alternative to ranking. 
(Schwartz 1994, 26.) 
 
The challenge of this study is that we cannot be sure how people are able to evaluate their 
behavioral intentions. Nevertheless, the study of Lam & Hsu (2006) suggested that past 
behavior seems to have a significant impact on behavioral intention (Lam & Hsu 2006, 596). 
But do people practice sustainable behavior in the same way despite of the context? The 
results of Pereira, Mykletun & Hippolyte (2012) indicated that respondents who saw 
sustainability in daily purchases important, tended to give high importance to sustainable 
tourism products as well.  
 
Thøgersen (2004) studied the consistency and inconsistency in pro-environmental behavior in 
general. He stated that positive correlations should be expected between different 
environmentally responsible behaviors if they share motivational roots. On the contrary, lack 
of correlation can be seen natural if such a behavior is taken to be in isolation of others and 
that behavior is determined by the particular behavior and situation. The results of his study 
supported earlier theories that an important factor to shape environmental behavioral patterns 
is the desire of people to behave consistently and to have consistent beliefs about themselves. 
However, it is possible that people do not behave always the same way if the person himself 
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does not see the inconsistency in his behavior or the perceived importance of environmentally 
friendly behavior is not high enough. Individuals are not always consistent in their pro-
environmental behavior and this is what makes the field of sustainable behavior research 
challenging. (Thøgersen 2004, 93–94, 101.) 
 
The findings of Thøgersen affect also on this study, as the person who acts pro-
environmentally at home, does not necessarily behave in the same way as a tourist. This idea 
is supported by the study of Barr et al. (2010). The authors claim that while people can be 
quite comfortable to practice environmental behavior in and around their homes these 
activities may not be transferred to holidays. Based on the research they concluded that a 
better understanding of a holistic sustainable lifestyle is needed if effective strategies for 





2 SUSTAINABLE TOURISM 
 
This main chapter examines the different definitions and closely related notions for 
sustainable tourism. After this the three main principles of sustainability, including ecological, 
economic and socio-cultural dimensions, are explored in the tourism context. 
 
2.1 Concept and its different definitions 
 
Since the Brundtland Report was published in 1987, sustainability has been one of the focal 
topics in discussions about tourism and its management (Saarinen 2006, 1123). Sustainable 
tourism is a kinder form of tourism which is based on an argument that there are finite 
biophysical and social limits to tourism development. Tourism is recognized, among other 
economic activities, as a factor that can overwhelm a community with harmful social and 
environmental consequences. (McCool & Moisey 2008, 5.) In sustainable tourism the focus is 
on the impacts of tourism (UNWTO 2010, 2). It should be noticed that despite all tourism 
produces always some impacts. That is why the critical issue is to consider whether some 
impacts are acceptable and to what degree. (Saarinen 2006, 1127.) Sustainable tourism is 
usually small in scale, designed to benefit local population and to protect heritage resources 
upon which the tourism and recreation industry is built. It also respects the idea that local 
people participate in policy decision-making process. (McCool & Moisey 2008, 5.) 
 
There is a wide divergence of opinion on sustainable tourism. Some authors suggest that 
sustainable tourism represents the behavior of individual tourists, which is also the focus of 
this particular study. Others maintain the idea that the notion includes the ethical behavior on 
the part of tourism and recreation-based businesses. Third group has been suggested that the 
focus is on the amount of social and environmental consequences. In a sense, the notion of 
sustainable tourism can include all three outlooks. However, a more important topic for 
further examination is the harmful and unnecessary distinction between sustainable and mass 
tourism. Most of the tourism in the world may be defined as mass tourism, and the central 
question of sustainability concerns, how the negative consequences of human activity can be 
reduced. So as a conclusion the greatest progress to reduce impacts will be reached by paying 
attention to mass tourism as well, not by ignoring it. (McCool & Moisey 2008, 5.) As the 
UNWTO’s definition of sustainable tourism states, the guidelines and management principles 
14 
of sustainable tourism development are suitable to all forms of tourism and to all destinations, 
including mass tourism and different kinds of niche tourism segments (UNWTO 2010, 1). 
 
A wide range of different definitions and closely related notions for sustainable tourism exist 
in the literature. However, most of these notions are narrower approaches on this multifaceted 
concept. For example Swarbrooke & Horner (2007) defines ethical tourism to concentrate on 
tourists’ impacts and behavior. It aims at apply moral values and concepts more to the 
practices of tourism. (Swarbrooke & Horner 2007, 187.) In some researches and definitions 
sustainability has become almost as a synonym with the term “green”. Because green focuses 
mainly on the natural environment, this perspective does not notice the larger scope of 
sustainability concerns. (Twomey, Twomey, Farias & Ozgur 2010, 53.) On the other hand, 
some researches focusing on green consumption has widened the environmental dimension to 
include also social aspects, such as buying local or Fairtrade products, while admitting that it 
might be more appropriate to refer to such activities as sustainable consumption or purchasing 
(e.g. Gilg, Barr & Ford 2005). The questionnaire of Miller (2003) also defined the 
environment as “not just the natural environment but also the man made environment, 
society, culture and the economy” to simplify the questions and to be more comprehensive 
(Miller 2003, 28). This is what makes the comparisons even more difficult, because every 
concept has its own variety of definitions. 
 
Sustainable tourism is often closely connected to the notion of ecotourism as well (McCool & 
Moisey 2008, 5). However, ecotourism can be seen as a narrower concept which focuses on 
experiences, natural resource protection and education in the natural environment, including 
cultural resources. Sustainability emphasizes broader concepts of social equity, economic 
viability and environmental protection, acknowledging the diversified resources as well. 
(Jamrozy 2007, 123.) Finally, the notion of responsible tourism can be kept as very closely 
related to sustainable tourism. In the literature many authors use them almost like synonyms 
and include them in the same sentences. For instance in the Global Code of Ethics for 
Tourism (UNWTO 2001, 2) the need for the promotion of a responsible and sustainable 
tourism was simultaneously emphasized. 
 
As Swarbrooke & Horner (2007) stated, responsible tourism means the sense of responsibility 
and restraint on the part of both tourists and the tourism industry and its activities and impacts 
(Swarbrooke & Horner 2007, 187). One of the main reasons that responsible tourism has been 
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a growing interest of many consumers is the desire to feel good (Goodwin & Francis 2003, 
273). As Frey & George (2010) stated, even though responsible, eco- and sustainable tourism 
all have a common objective, these concepts should not be used interchangeably. However, 
they all aim to diminish harmful social, economic and environmental impacts, while 
increasing the positive effects of tourism development. (Frey & George 2010, 108.) While in 
this study the concept of sustainable tourism is mostly used, it is acknowledged that 
responsibility and sustainability are very closely related. 
 
In the literature review Sharpley (2000) examined the differences between the concepts of 
sustainable tourism and sustainable development. The suitability of sustainable development 
to the context of tourism was questioned because of the fact that sustainable tourism 
emphasizes usually inward and product-centered features. The author even claimed that the 
concept of sustainable tourism is a bluff to draw attention away from many realities of 
tourism development that are in contrast with the goals of sustainable development. However, 
it was admitted that many principles of sustainable tourism are valid and play an important 
role when paying attention to the nature of tourism and its consequences on a global scale. 
(Sharpley 2000, 3, 9, 14–15.) Butler (1993, 29) defined sustainable tourism as a form of 
tourism which can sustain its viability in a certain area with unlimited time span. The author 
argued that this is not the same concept as the sustainable development in the context of 
tourism which he defined as: 
 
Tourism which is developed and maintained in an area (community, 
environment) in such a manner and at such a scale that it remains viable over 
an indefinite period and does not degrade or alter the environment (human and 
physical) in which it exists to such a degree that it prohibits the successful 
development and wellbeing of other activities and processes. (Butler 1993, 29.) 
 
Even though sustainability in tourism has analytical weaknesses and can be seen as a 
problematic concept, it enables different stakeholders in tourism to consider the 
environmental consequences of their actions and to communicate and negotiate about them 
(Saarinen 2006, 1124). Again there is the confusion as considered above on what the actual 
content of the notion “environment” is. However, since the United Nations’ statement in 1997 
the sustainable development in general has included three components: economic 
development, social development and environmental protection (United Nations 1997). These 
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three components can also be recognized in sustainable tourism context. In 1991 at the 
seminar on tourism and sustainable development an index of tourism sustainability was 
developed (see Table 1). Marsh suggests that this list can be used as a checklist or as a 
quantitative tool to evaluate the sustainability of various components of the tourism industry 
at different locations and scales. (Marsh 1993, 257.) However, this index involves also the 
institutional component. From tourist’s perspective it may have an impact on sustainable 
behavior or possible sentiment-behavior gap and is explored in more detail in chapters 3.3 and 
4.5. 
 
Table 1. Components of Tourism Sustainability. 
Ecological  
 Species demographics 
 Water quantity, quality and use 
 Air quality 
 Waste production, e.g., sewage, garbage 
 Recycling practices 
 Efficiency of resource use 




 Income from tourism, and who receives it 
 Costs of tourism and who pays them 
 Investment in tourism by community 
 Others 
 
b) Tourism industry 
 Profits and losses 
 Business initiation 




 Jobs, quantity and quality 
 Migration in and out of community 




 Number of visitors, and trends 
 Proportion of repeat visitors 
 Length of stay 
 Tourist satisfaction and complaints 
Institutional 
 Laws and regulations regarding tourism 
 Infractions and court cases 
 Recognition of tourism in official plans 
 Existence of tourism plans 
 Tourist and interpretive information 
 Government and private tourism organizations 
 Non-governmental organization responses to tourism 
 Existence of Codes of Ethics for tourists and industry 
Source: Marsh 1993, 258. 
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2.2 Ecological sustainability 
 
Ecological sustainability is often the only approach in which sustainability is perceived. In 
this component from tourism perspective the need to avoid or at least minimize the 
environmental impact of tourist activities is emphasized. (Mowforth & Munt 2003, 106.) The 
aim is to make optimal use of environmental resources, maintain essential ecological 
processes and help to protect natural resources and biodiversity (UNWTO 2010, 1). 
Swarbrooke (1999) defines the environment in the tourism context to include five elements: 
natural resources, natural environment, wildlife, the built environment and the farmed 
environment. In tourism industry many natural resources are utilized, such as water to 
swimming pools and showers. When this sewage is not treated in an appropriate way, the seas 
may become polluted. Natural environment is a core tourism product in many areas, including 
beaches, forests, lakes, mountainous areas et cetera. Also buildings, transport infrastructure 
and other human-made facilities are one of the factors that can be very harmful to the wildlife 
of animals and vegetation. (Swarbrooke 1999, 49–52.) 
 
While tourism includes negative impacts on its environment, there are also positive aspects 
that it has to offer. Especially in developing countries tourism may encourage government on 
environmental protection because of the value that it can give as a tourism resource 
(Swarbrooke 1999, 53). Also the restoration and upkeep of constructions to preserve historical 
and cultural assets of the destination can be a mutual benefit when developing new visitor 
attractions or maintaining tourist-related interest and revenue, such as in the case of the Great 
Wall of China and the Egyptian pyramids (Weaver 2006, 6; Swarbrooke 1999, 53). While 
travelling, tourists are often surrounded by beautiful scenery and wildlife and they can also 
learn about environmental problems confronting the destination. This may raise awareness 
and concern towards environment and lead people to campaign for conserving it. 
(Swarbrooke 1999, 53; Lück 2003, 238.) 
 
2.3 Economic sustainability 
 
While global environmental attitudes and the impact of tourism are widely researched, the 
data and attention towards sustainable economic and human/social development is much more 
limited (Leiserowitz et al. 2006, 421; Swarbrooke 1999, 59, 69). Economic component of 
sustainable tourism includes both economic costs and benefits that tourism produces 
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(Swarbrooke 1999, 59). In Table 1 one of the economic issues listed is the question of who 
gets the income from tourism. Though in social dimension jobs are mentioned as a benefit to 
the community, many jobs are yet low paid and seasonal (Swarbrooke 1999, 61). That is why 
in sustainable tourism the goal is to ensure long-term economic operations which by fair 
distribution provide benefits to all stakeholders, such as stable employment and possibilities 
to income-earning (UNWTO 2010, 1). One solution to seasonality is to provide price 
discounts or other benefits for tourists during the off-season to encourage visitation. It could 
balance the use of social and environmental capacity. However, this is often done to improve 
financial situation rather than to enhance sustainability. (Weaver 2006, 178, 180.) Also the 
climate of the destination can be very different during off-season, such as in the case of The 
Gambia with uncomfortable temperature and humidity levels (Thompson, O’Hare & Evans 
1995, 572), which can be a big challenge when trying to attract visitors. 
 
The costs of tourism are also a problematic part of the economic component of sustainable 
tourism because often tourists pay less for their travel than the true costs are. This is because 
for example governments and local taxpayers may be funding the costs of visitor attractions, 
transport and other tourism-related infrastructure. The one who gains most should also pay 
more. Referring to this, tourists should pay a fair price for their travel because of the social 
equity dimension. (Swarbrooke 1999, 61, 64.) However, it must be noticed that there occurs 
interdependency between sustainability and competitiveness (UNWTO 2010, 2). If the rival 
tourism industry operators are not willing to include environmental and social costs to the 
total price paid by tourist, consumers will likely choose the less-expensive choice from 
otherwise equivalently perceived services (Martin & Schouten 2012, 174). It must also be 
ensured that the other components of sustainability cannot be ignored or paid off. If damage 
to culture, social structures or environment is forgiven because the economic profitability 
compensates all that, the sustainability does not work as a whole. (Mowforth & Munt 2003, 
111.) 
 
From the economically efficient point of view it is important that the resources are used as 
effectively as possible (Swarbrooke 1999, 65). However, this is also one objective of the 
ecological sustainability, where the aim is to make optimal use of environmental resources 
(UNWTO 2010, 1). Finally, in sustainable tourism it is important to ensure that the equitable 
distribution of the costs and benefits of tourism throughout the host community is occurred, 
especially to the most disadvantaged sections of the local population. One priority is 
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consequently to protect local businesses from unfair competition against big, externally 
owned enterprises which do not have a lot of commitment to the destination. (Swarbrooke 
1999, 66.) On the other hand, larger tourism operators may have more resources to focus on 
developing sustainable practices to their activities (Weaver 2006, 68–69). 
 
2.4 Socio-cultural sustainability 
 
While the socio-cultural impacts might be invisible and intangible, they are often permanent 
and quite static. The basic principle in social component of sustainable tourism is that every 
stakeholder has rights and responsibilities which need to be recognized. (Swarbrooke 1999, 
69.) In addition to this, the objectives here are respect for the socio-cultural authenticity of 
host community, protection of their cultural heritage and traditional values and advancement 
of the understanding and tolerance between different cultures (UNWTO 2010, 1). Swarbrooke 
(1999) mentions the four Es related to social component which are equity, equal 
opportunities, ethics and equal partners. Every stakeholder must be treated fairly and has to 
have equal opportunities. Tourism industry needs to be honest with tourists and ethical when 
dealing with its suppliers. Also destination government has to follow ethical guidelines 
towards the population and tourists. The responsibility of tourists is to not belittle people who 
serve them, but treat them as equal partners. (Swarbrooke 1999, 69.) 
 
Complaints about tourism are mentioned as an aspect of social sustainability in Table 1. 
While many friendships are made between the visitors and visited, not all relationships 
between tourists and hosts end up to same outcomes (Mowforth & Munt 2003, 269). Some 
local people can feel their privacy and dignity threatened when they and their homes are used 
as tourist attractions without permission or equitable compensation (Cole & Eriksson 2011, 
114). Increasing traffic congestion may also feel harmful or otherwise annoying consequence 
of tourism to the host community (UNWTO 2010, 7). It can be a harmful element of visiting 
area to the tourists as well (Dickinson & Dickinson 2006, 195). In addition, the high level of 
tourist satisfaction and the guarantee of a meaningful and successful tourism experience 
should not be forgotten (UNWTO 2010, 1). 
 
The social impacts of tourism to the host community can also be positive, like job 
opportunities. To tourists the impacts of tourism are the relaxation and escaping from 
everyday living on a holiday, the opportunities to see the world, or even buy a second home 
20 
from tourist destination. Because holidays can be a chance to be free from the constraints of 
routines, this can lead to unwillingness to act in a sustainable way during a vacation. While 
international tourism is still a luxury that many people cannot reach, it is gradually becoming 
more available to all people. This causes a major challenge for sustainable tourism because 
many destinations are already thought to be overcrowded. (Swarbrooke 1999, 71–73.) 
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3 TRAVEL PROCESS FROM SUSTAINABILITY PERSPECTIVE 
 
This chapter concerns the topic of travel process and its impacts from sustainability 
perspective. The travel process starts from the need or desire to travel, after which the 
different options are evaluated. There are many different alternatives for the choice of 
destination, accommodation, transport and purchases when travelling. The impacts 
concerning these factors and the tourism behavior related to travel process are examined. 
 
This study includes both business and leisure travels into the concept of tourism. The line 
between business and leisure tourists is not always clear, because for example in a free time a 
business traveler becomes a leisure traveler (Swarbrooke & Horner 2007, 147). As the study 
of Millar et al. (2012) stated, business and leisure travelers were very similar when rating the 
importance of the green attributes that they place on having in a hotel. However, business 
travelers had more pro-ecological worldview and were more inclined to perform green 
activities at home than leisure travelers, although the mean scores for the variables were quite 
close to each other. Business travelers also gave to the most of the green hotel attributes a 
higher rate of importance, though no significant differences between how these two groups 
rated each green attribute were found. (Millar et al. 2012, 395, 404–407.) At the same time, it 
should be remembered, that business travelers seldom pay the accommodation themselves 
(Hedlund 2011, 282). On the other hand, business travelers might be more experienced and 
demanding consumers than leisure travelers (Swarbrooke & Horner 2007, 146). While there 
are some differences between these tourists, it can be suggested that the travel process is 
mostly the same to both of these traveler types and the impacts of their travelling behavior 
effects similarly to the destination. 
 
3.1 Evaluation of options and destination image 
 
In sustainable tourism the impacts of choices on the destination are observed (see Figure 2). 
With the decisions that will be made, the traveler has great possibilities to impact on the 
progress of tourism and how the sustainable principles will be noticed in it (Kangas 2007, 45). 
Goodwin & Francis (2003) reviewed survey evidence about consumer trends and attitudes 
towards responsible and ethical tourism and suggested that responsible tourism elements can 
give a notable competitive advantage to a particular trip. The whole travel process starts with 
the decision to travel, after which the potential tourist has to evaluate different options 
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(Seddighi &Theocharous, 2002, 479). As Belz & Peattie (2010, 79) state, frequent and low-
value purchases are often more habitual than considered behavior. However, purchases of 
travels are often high-priced and less frequent decisions that are made with at least some level 
of consideration (Swarbrooke & Horner 2007, 3–4). 
 
 
Figure 2. Travel process and its impacts on destination. 
Source: adapted from Budeanu 2007, 501. 
 
In the study of Miller (2003) the purpose was to find out whether consumers of tourism 
products are demanding, and then using, a wider range of product information to influence 
their holiday purchase decisions. The majority of the respondents were already making 
purchase decisions in daily products based on green information. This information was 
defined as “anything from a ‘fair trade’ sticker on a packet of coffee through to a detailed 
environmental statement about a holiday.” In the purchase of tourism products similarly the 
use of green product information was determined. The environment was defined for 
respondents to include also the man made environment, society, culture and the economy. As 
a result, majority of the sample indicated that they look for environmental information about 
the intended destination and this information influences on their choice of holidays. (Miller 
2003, 17, 25, 28–29, 32.) However, in the study of Dodds, Graci & Holmes (2010) less than 
50 % of respondents from either respondent groups of two different destinations were 
somewhat to very familiar with the concept of sustainable tourism (Dodds et al. 2010, 214). In 




But how can tourists even know which destinations or services are sustainable? One solution 
is to utilize different kinds of ecotourism certification agencies worldwide. However, this 
needs quite a lot of information search because different programs focus on different levels of 
sustainability. (Martin & Schouten 2012, 135.) Regardless to this, certification with an 
ecolabel provides information to consumers about the least harmful products and the most 
sustainable operations of tourism businesses (Fairweather, Maslin & Simmons 2005, 83; 
Pereira et al. 2012, 41). A tourism ecolabel can be defined as any form of certification giving 
assurance that the tourist operation or activity is managed according to a known standard that 
enhances the environment or at least minimizes the harmful impacts on the environment 
(Fairweather et al. 2005, 83). 
 
One example is the Blue Flag ecolabel which aim is to ensure that the high quality of beaches 
and marinas is maintained. This label has its specific criterions concerning safety and 
services, environmental education and information, environmental management and the 
quality of water. However, these tourism ecolabels and certifications are not trouble-free. 
While the company may obey certain criteria of a label, it can still continue to practice 
environmentally or socio-culturally harmful habits that are excluded from the criteria 
inventory. Also despite of the wide selection of tourism ecolabels, a notable weakness is their 
lack of consumer recognition which leads to low interest of companies to participate. (Weaver 
2006, 123, 125.) In the study presented by Kangas (2007) ecolabels and more specifically 
regional and tourism ecolabels were quite unfamiliar. Only 8–10 percent of Finnish 
anthropocentric and biocentric traveler groups knew these labels related to tourism. (Kangas 
2007, 48.) In the study of Fairweather et al. (2005) from the respondents who had not been to 
any place with a tourism ecolabel only 13 % had ever even heard about them. Also in total 
still just a minority of 33 % have had some experience of ecolabels in question. (Fairweather 
et al. 2005, 90–91.)  
 
Information sources can include other people, such as family and friends, media and different 
kinds of organizations. One important source of information is also travel agents, which 
function as persuaders in relation to consumer choice. In addition to this, they are the points 
of contact when customer has something to complain related to their travel. (Swarbrooke & 
Horner 2007, 73, 167.) Consumer uses all collected information to make choices between 
various alternatives so that the needs of oneself would be met. When the potential pros and 
cons are weighed, sustainability is just one attribute among others, like price and features, and 
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the importance placed on each attribute depends on individual priorities. (Martin & Schouten 
2012, 65.) People purchase travels for many reasons which are combined at the actual 
moment of decision (Goodwin & Francis 2003, 282). In reality each travel process is different 
because of the unique situation and the individuality of the tourist (Seddighi &Theocharous 
2002, 479–480). 
 
When making travelling plans, one must choose from many different alternatives, such as 
whether to take a domestic or foreign trip (Seddighi & Theocharous 2002, 479) and how 
many days to spend on it (Swarbrooke & Horner 2007, 74). However, in the case of business 
travel, the person does not usually have an opportunity to choose the destination (Swarbrooke 
& Horner 2007, 146). For the potential leisure tourists, guidebooks and travel brochures with 
written information and attractive photographs try to bring out different images of tourist 
destinations (Jenkins 1999, 7–8). Especially landscapes play an important role in tourism. 
While admiring the landscapes is not often the real purpose of the trip, they offer a great 
setting for a successful travel. (Silvennoinen et al. 1997, 30.) 
 
Destination is a tourism product including various different attributes (Bajs 2011, 547). Many 
of these attributes have been used in researches trying to measure destination image of 
individuals. From the scope of this study environmental attributes could include 
scenery/natural attractions, climate and beaches. Hospitality/friendliness/receptiveness of 
local people, different customs/culture and crowdedness could present the socio-cultural 
attributes of destination image. Attributes related to economic situation might include for 
example costs/price levels and economic development/affluence. Also many other attributes 
exist, such as those related to activities or events (e.g. fairs/exhibitions/festivals, nightlife, 
sports), facilities (e.g. accommodation, shopping) or fame/reputation/fashion. The importance 
of all these attributes varies between individuals. (Based on the list of research reviews in 
Jenkins 1999, 10–11.) The importance may also change over time and depends on the 
tourist’s motives for travel. One motive can be for example to enjoy the good weather. (Bajs 
2011, 549.) Then a bad weather can naturally ruin the whole purpose of the travel. 
 
Bajs (2011) searched for the most important attributes of tourist destination influencing on the 
tourists’ perceived value. She also studied how tourists compare the destination to other 
visited destinations. A qualitative study with in-depth interviews was utilized. As results 34 
attributes which were mentioned to have a strong impact on tourist perception were split into 
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dimensions of: quality of accommodation, food and drink, entertainment, tourist services and 
tourist infrastructure, and transportation. Also hospitality and concerns about tourists, the 
emotional experience of destinations and tourist attraction were important dimensions. Less 
important attributes were related to reputation, social value of destination, quality of 
shopping, destination appearance and the price level at the destination. When comparing 
destinations, most of the respondents divided destination offers to standard and unique offers. 
Standard offer of a destination, such as entertainment facilities, accommodation and 
hospitality of employees, can be compared with other destinations. Unique offers, on the other 
hand, are not easy to copy and they provide a good foundation for attracting visitors. 
Attributes related to this kind of offer could be for example cultural-historical content, unique 
local customs and special events of the destination. (Bajs 2011, 547, 551–553.) 
 
When a person eventually returns home from travel, the experience is evaluated (see Figure 
2). Because tourist takes always part to the production process in tourism, the attitudes, mood 
and expectations of an individual have an influence on how the experience is evaluated. Also 
factors, such as weather, strikes, other tourists or unrealistic expectations, can have an impact 
on the experience but are uncontrollable for tourism business. (Swarbrooke & Horner 2007, 
51–52, 220.) In general customer satisfaction can be measured for example through repeat 
purchase levels. This method however does not notice possible boycotts or use of alternative 
ways to satisfy needs because of harmful impacts of the commodity. (Belz & Peattie 2010, 
76.) Another essential element related to satisfied customers is the recommendation that they 
may give to others. Customer satisfaction can also lead to brand loyalty which will help 
individual to make quicker and safer purchasing decisions in the future. (Albanese & 
Boedeker 2002, 92, 105.) 
 
3.2 Choice of transport and accommodation 
 
In addition to the transit between regions, the choice of transport can be seen to start from the 
journey from home to the place of departure, such as an airport, and include also the travel 
within the destination (Weaver 2006, 79). The study of Böhler et al. (2006) suggested that the 
frequency and distances of travels have a major impact on the environment and journey to the 
destination is regarded as a most environmentally influencing aspect of tourism. One of the 
most pro-environmental transportation modes for a vacation would be the long-distance 
trains. However, train travel can be more time-consuming and sometimes it is not convenient 
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travel mode for the choice of destination. Additionally perceived barriers to use train are 
price, luggage carriage and expected complications. (Böhler et al. 2006, 652, 664–665, 667.) 
 
Air travel causes many harmful impacts to the environment, such as noise and emission 
problems (Albanese & Boedeker 2002, 62). The study of Barr et al. (2010, 480) claimed, that 
even if people are committed to environmental behavior during their vacation, one of the most 
damaging parts of that holiday, travelling by plane to the destination, is not seen such a 
crucial issue that they would be ready to reduce it. This is partly supported by the study of 
Böhler et al. (2006), which claimed that higher ecological awareness does not seem to lead 
people to give up from overseas travels. The authors claim that non-travelling or travelling 
less and more locally is rather a result of economic constraints and being uninterested in 
travelling. Also from the segment of people who traveled most often and to the most distant 
destinations 38.7 % considered that it is important to save the environment and to respect the 
earth. In this regard the authors claimed that ecological values and behavior do not seem to 
match. (Böhler et al. 2006, 659–660, 666.)  
 
The choice of travel mode proceeds often naturally from the selection of destination, which is 
why the choice of the destination itself has a major impact on the ecological sustainability of 
the travel (Böhler et al. 2006, 655). As the study of Böhler et al. (2006) indicated, increase in 
distances of destinations signifies increasing demand for air transport. When the destination is 
located overseas, in reality there occur no reasonable alternatives for air travelling. The 
authors also compared the socio-demographics of travelers and concluded that emissions of 
greenhouse gas seem to increase with for instance higher education and growing income that 
enables the expensive trips. (Böhler et al. 2006, 660, 663–664, 667.) 
 
Accommodation is an essential part of the tourism industry because when being away from 
home a place to stay is required (Wight 1997, 210). Hospitality sector consumes a lot of 
resources and generates waste because of its need of materials to build and maintain fixed 
accommodations (Weaver 2006, 85). From sustainability perspective tourist should pay 
attention to the eco-efficiency of accommodation (Budeanu 2007, 501). Usually a tourist 
spends at least one-third of the vacation in the accommodation facilities, for example by 
sleeping, eating and spending time by the swimming pool (Weaver 2006, 85), so the choice of 
this part of the travel process influences greatly to the sustainability of the whole trip. 
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However, as in the case of transport, also the accommodation will be chosen only after the 
destination (Wight 1997, 218). 
 
Hospitality sector has also been an interest of academic researchers of sustainable and green 
tourism. It has been studied from many perspectives, such as comparing accommodation 
types and preferences of experienced ecotourists and general consumers (Wight 1997). Kasim 
(2004) studied whether tourists care about social and environmental responsibility of their 
hotel. The aim was to find out tourists’ interest related to a hotel’s environmentally and 
socially responsible measures. The data showed that environmental and labor rights record of 
a hotel were rated less important compared to the other attributes, such as service quality, 
price, hotel architecture and ambiance. Also as in-room facilities the more environmentally 
harmful ones were preferred, such as soap cakes which demand more packaging compared to 
soap dispensers and getting fresh towels everyday compared to reusing towels. One 
conclusion was that the importance of socio-environmentally responsible attributes seemed to 
depend on how relevant they were to the quality of tourist’s holiday experience. Attributes 
that have less direct effect, for example employment of locals, were not perceived as 
important as those with more direct effect, such as happy staff. (Kasim 2004, 6, 16, 22.) 
 
In the research of Chen & Peng (2012) the authors studied the potential impact of tourists’ 
knowledge about green hotels on their planning processes and whether the intention to choose 
green hotels lead to actual staying behavior. The results showed that there exist a relationship 
between the intentions and behavior to stay at green hotels. The study also indicated that 
tourists with higher knowledge intend to stay at green hotels if they are sure about their 
capability, for example within the limits of economic situation, and/or if their attitudes toward 
green hotels are positive, for example that they perceive green hotels to be good for the 
environment. The tourists who perceived to have little knowledge in question tend to rely 
more on recommendations of others because they are not sure about the environmental 
benefits of green products and whether they would be able to buy these products. This is what 
hospitality industry could utilize in its advertising by highlighting environmental benefits of 
their operations and getting recommendations from celebrities and environmental activists. 
(Chen & Peng 2012, 2211, 2213, 2215.) 
 
In the study of Millar et al. (2012) the importance of green attributes that business and leisure 
travelers place on having in a hotel were compared. Based on the survey authors claimed that 
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both business and leisure travelers consider the attributes to be fairly important. While 
business travelers gave to the most of the green attributes a higher rate of importance, no 
significant differences between how these two groups rated each green attribute were found. 
(Millar et al. 2012, 395, 404, 407.) While it should be remembered, that business travelers 
seldom pay the accommodation themselves (Hedlund 2011, 282), business travelers may be 
more experienced and demanding consumers than leisure travelers (Swarbrooke & Horner 
2007, 146). 
 
3.3 Choice of goods and visitor behavior 
 
Shopping is a notable component of travel which includes a set of perceptions from different 
products, services and places. In addition to necessities for daily needs, tourists buy also 
clothing, artworks and handicrafts that remind them of their travel afterwards. (Tosun, 
Temizkan, Timothy & Fyall 2007, 87–88.) There are various goods in the market that are 
mainly directed for tourist consumption, such as guidebooks, luggage, post cards and 
souvenirs (Weaver 2006, 75). In the research of Tosun et al. (2007) the respondents rated 
general souvenirs to be the most purchased items during their visit and a majority stated that 
they shopped generally for souvenirs (Tosun et al. 2007, 95–96). From sustainable 
perspective the choice of products includes for example avoidance of purchasing harming 
souvenirs from endangered species (Budeanu 2007, 501). Also the choice of entertainment in 
general may consume a lot of resources and generate waste (Figure 2). For example the 
maintenance of water parks, swimming pools and golf courses require plenty of water 
especially during dry season (Cole & Eriksson 2011, 117). 
 
One essential element of consumption behavior in tourism is related to food. In the literature 
review by Mak, Lumbers and Eves (2012) the literature of food consumption in tourism is 
divided into four broad perspectives. The first two are: food as a tourist product or attraction 
and food consumption behavior of tourists related to topics like the type of cuisine tourists 
prefer and consume in destinations. Third perspective relates to the dining experiences of 
tourists, such as to the factors that influence on their evaluation and satisfaction, and the 
fourth one includes special interests in different food and beverages and related 
events/activities in destinations, such as wine tourism and food events. The authors also 
examined the negative and positive effects of globalization on local culinary supply and food 
consumption in tourism. From the sustainability perspective and to reduce leakage the use of 
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local food should be implemented. (Mak et al. 2012, 176, 191.) As Thompson et al. (1995, 
572, 579) stated, the development and use of local food production can diminish the reliance 
of the destination to other countries and increase its independence. 
 
Consumption of local products in general relate to local materials and employment which all 
are concepts related to sustainability (Pereira et al. 2012, 51). Swarbrooke & Horner (2007) 
mentioned that the human resource policies in the tourism industry can be very important for 
tourists that emphasize ethicality. In addition to the employment of local people, features 
related to this topic can be fair salaries and the distribution of economic benefits of tourism 
throughout the economy. (Swarbrooke & Horner 2007, 179.) While the leakage of revenue 
back to foreign airlines, hotel groups and tour operators is possible, there is also the risk that 
tourists do not spend enough outside the hotels (Thompson et al. 1995, 576). For example the 
all-inclusive visitors often stay within the hotel area and consume pre-paid drinks and meals, 
and barely go out into the local community. Then the local markets may not have their share 
of the tourism industry. (Carlisle 2011, 70.) 
 
To use local services, such as restaurants, guides and taxi drivers, is not always a simple case. 
Carlisle (2011) explored tourism industry in less economically developed countries and 
especially in the context of The Gambia. The author brought out that the international tour 
operators may encourage tourists to use only some foreign-owned services which they have 
some arrangements with. This can lead to tourists’ insufficient information about local 
services. Another reason may be that the cooperation with local companies and informal 
sector is seen as a difficult task for tour operators, because at the same time the health and 
safety requirements need to be followed. However, while tour operators may argue that 
tourists demand such foreign goods, this advertisement strategy is not fair to local-owned 
businesses and also about local offering and its benefits should be told. (Carlisle 2011, 72, 
74–75.) 
 
The wellbeing of the local community is influenced by tourists’ behavior, which is why 
visitors should behave respectfully towards local residents (Budeanu 2007, 500–501). In 
general, sustainable behavior might however be forgotten during a holiday while leaving 
concerns and responsibilities at home (Miller 2003, 36). There are a lot of tools that are used 
to guide tourists’ behavior and consumer behavior in general towards more responsible one, 
such as codes of conduct, awards, communication, and awareness and educational campaigns 
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(Budeanu 2007, 499; Mowforth & Munt 2003, 116). To avoid harmful impact of visitors in 
the destination operators can guide tourist behavior with restrictions concerning vehicles and 
entries to especially sensitive areas (Mowforth & Munt 2003, 118; UNWTO 2001). Another 
method to reduce the level of visitation is to set entry fees to the area (Weaver 2006, 176). 
 
Many codes of conduct or codes of ethics work as a set of guidelines to tourists and other 
parties of the tourism industry (Weaver 2006, 111; Marsh 1993, 258). A good example is the 
Global Code of Ethics for Tourism (UNWTO 2001) where 10 interdependent principles are 
set. The aim is that all stakeholders in tourism context could model their behavior to these 
codes of conduct. The focus is mostly on issues related to equality, mutual tolerance and 
respect, and the implementation of sustainable development. The codes of conduct allocated 
on tourists remind that any manners that are felt offensive or harmful by the locals or that 
might damage the environment should be avoided. Additionally, tourists have the 
responsibility to learn about the distinctive characteristics of the destination, such as possible 
health and security risks, and to behave accordingly to minimize those risks. Tourists should 
not practice any criminal act or any act considered criminal in the destination and the 
trafficking of dangerous or prohibited goods, such as illegal drugs or protected species is 
forbidden. In general everyone should have an equal opportunity to tourism and tourists 
should have the same rights as the locals concerning the confidentiality of personal data. Also 
the tourism professionals and public authorities have the responsibility to take care about 
security and health issues, and the media and tourism professionals must offer tourists honest 
information about the facts which may affect on their travels. (UNWTO 2001, 3–7.) 
 
Dolnicar and Leisch (2008) studied in their research whether pro-environmental tourists 
would be a useful target segment for selective marketing of sustainable destination 
management. The idea of this marketing approach is to attract certain kinds of tourists to the 
destination, which in this case are those who behave pro-environmentally. The survey 
involved questions including past pro-environmental behavior on vacation and at home, 
travel-related preferences and behavior, environmental attitudes using the NEP scale and 
media behavior to study how to reach the segments. Three segments of tourists were formed 
based on the past pro-environmental behavior at the destination. The results indicated that 
psychographic, behavioral and socio-demographic characteristics of these segments differed 
significantly. This supports the idea that tourism destinations could take the segment of low 
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footprint tourists as a target for selective marketing purposes. (Dolnicar & Leisch 2008, 672–
675, 677–679.) 
 
Because tourism causes environmental problems that cost money to solve, the prices that 
industry pays for services or tourists pay for their travel should be high enough to cover these 
environmental costs (Swarbrooke 1999, 55). This is why tourists need to be ready to pay extra 
in order to be more ecologically sustainable (Hedlund 2011, 279). Tourism products with 
sustainable orientation are usually more expensive also because they follow environmental 
and social guidelines that include education and training of local people, construction with 
certified materials and involvement to conservation efforts (Pereira et al. 2012, 42). In the 
destination one technique for visitor management and to ensure fair prices for tourism 
products is the differential charging methods for foreign and domestic visitors (Mowforth & 
Munt 2003, 119). 
 
In reality, the perceived additional cost, time taken or poor comfort can make people to skip 
the desirable behavior (Dickinson & Dickinson 2006, 197). There is a lot of academic 
conversation about people’s willingness to sacrifice effort for a sustainable travel. Dodds et 
al. (2010) studied the willingness of tourists to pay for sustainability preservation in the 
destination. Participants were visitors of two islands in Indonesia and Thailand. Majority of 
the respondents were willing to pay an additional tax to support environmental and social 
protection in the destination. The possible amounts were ranging from 1 to 25 USD and more 
than 25 dollars. Maximum amount that visitors were willing to pay were mostly ranging from 
3 to 10 dollars encompassing at least 60 % of answers in both studied groups from two 
destinations. (Dodds et al. 2010, 209, 215.) 
 
Support for the idea that some travelers are willing to pay more for pro-environmental 
accommodation do exist (Wight 1997, 215). However, contradictory results by Kasim (2004, 
19, 24) suggested that the majority of tourists were undecided or refused to pay extra for a 
hotel that demonstrates socio-environmentally responsible behavior. As Hedlund (2011) 
suggests, in the future tourists may demand pro-environmental travels to be even cheaper than 
more resource-consuming ones. In consequence the willingness to sacrifice more money for 




4 RESEARCHING SUSTAINABLE VALUES 
 
This chapter begins with the examination of the value concept. Values and individuality 
effecting on consumer behavior are covered as well. Then the sustainable values are defined 
with the help of Schwartz’s value model and the New Ecological Paradigm scale. The 
possible sentiment-behavior gap of sustainable consumers is discussed in the last section. 
 
4.1 The concept of values 
 
Values in general are evaluations of abstract ideals. They illustrate how an individual sees the 
world and not necessarily the truth about the existing world. (Maio et al. 2003, 284.) In 
general values can be seen as guiding principles central in individual’s life (Hedlund 2011, 
279). Hitlin and Piliavin (2004) suggest that there are many other social psychological 
phenomena and concepts that are usually confused with values and used almost as a same 
notion. Few examples are concepts like attitudes, traits, norms and needs. However, for 
example values focus on ideals whereas attitudes are related to more concrete social objects. 
Values are also more permanent than attitudes. (Hitlin & Piliavin 2004, 360–361.) The 
stability is defined by how deep the belief is located in the belief hierarchy (Honkanen et al. 
2006, 428). Values can be seen as relatively stable which means that they often change very 
slowly (Puohiniemi 2002, 20). 
 
Many challenges exist in the field of research when studying values. Hitlin & Piliavin (2004) 
claim that there is a great heterogeneity between the different approaches when 
conceptualizing and measuring values, which is one of the reasons that studying values is 
imperfect. Also because of the confusion of close concepts of social psychology, many 
researchers may examine attitudes, beliefs or opinions and claim that their work is a study of 
values. However, the work on values has grown tremendously over the past few decades, and 
fortunately there has been made improvements in conceptualization and measurement of 
values that researchers of today can take advantage of. (Hitlin & Piliavin 2004, 360, 365, 
384.) While there is plenty of valuable research of both values and attitudes, specific and 
concrete attitudes are still much more studied than abstract values (Maio et al. 2003, 301). 
 
However, notions like attitudes and values are very close to each other. It has been claimed 
that lifestyle reflects both attitudes and values that are attached to consumptive behavior in a 
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way that lifestyle represents the social identity of consumer (Zografos & Allcroft 2007, 45). 
Maio et al. (2003) explored the nature of ideologies, values and attitudes. All these notions 
influence on behaviors but differ in levels of abstraction. Attitudes are evaluations of concrete 
objects (e.g. milk, pizza) or abstract issues (e.g. abortion, censorship) in the environment of an 
individual, while the focus of values is completely abstract ideals (e.g. freedom, equality). 
(Maio et al. 2003, 284, 289.) From this perspective it is suggested that in the context of this 
study the concrete objects might be a restaurant or a hotel, tourism the abstract issue and 
abstract ideal could be sustainability. Maio et al. (2003) continue that ideologies are a mix of 
values and attitudes and therefore even more abstract concept than single values. Despite 
these differences, they all include many similar conceptual features. They all reflect a positive 
or negative evaluation toward an entity and illustrate how an individual sees the world and not 
necessarily the truth about the existing world. All of these concepts are thus interconnected. 
(Maio et al. 2003, 284.)  
 
Leiserowitz et al. (2006, 418) stated that: “Sustainability values are often expressed through 
specific attitudes and behaviors.” Noticing these arguments based on different theories, in this 
study it is claimed that when studying values the attitudes cannot be totally ignored or 
excluded from the survey. The term of sustainable values is used here in a meaning reflecting 
values, attitudes and behaviors alike. This study aims to measure environmentally and socially 
benign orientation, which is suggested to reveal sustainable values. 
 
4.2 Values and individuality effecting on consumer behavior 
 
Individual’s values are based on the core values of the society where one lives, while 
modified by the values of other groups in which the person belongs to. Also the personality 
and life situation help to form the individual set of values for each one of us. In consumer 
behavior personal values are important for instance influencing on the problem recognition 
stage and the determination of evaluative criteria. (Engel, Blackwell & Miniard 1986, 371–
372.) As Albanese & Boedeker (2002) stated, family has often a notable influence on 
individual’s values, attitudes, norms, beliefs and behavior. This is also the case in consumer 
behavior. (Albanese & Boedeker 2002, 120.) 
 
Values that individuals hold and the things that are believed to be important are an important 
psychological aspect that influences on sustainable consumption behavior (Belz & Peattie 
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2010, 84). The focus of the study by Gilg et al. (2005) was the sustainable lifestyles and green 
consumerism, although the purchasing decisions included also other sustainable aspects, such 
as buying local and Fairtrade products. Based on their segmentation four different types of 
environmentalist groups were found varying between lifestyles and purchasing behaviors. By 
comparing social and environmental values of these groups some differences were found, 
such as non-environmentalists rating least likely helpful to be an important principle in their 
lives. The most committed environmentalists rated the unity and
 
other values of altruism to be 
important values and placed little emphasis on wealth and personal influence. Also in the 
environmental values differences between the groups existed, such as environmentalists were 
more likely to have pro-environmental values than non-environmentalists. (Gilg et al. 2005, 
494, 499.) 
 
Especially the profile of pro-environmental consumers has had a lot of attention in recent 
studies. The relationship between socio-demographics and environmental interest of 
consumers has been tried to investigate. The most common suggestions are that gender, age, 
education and political ideology affects to environmental behavior and attitudes. Some argue 
that males might be less environmentally active (e.g. Gilg et al. 2005) and that women show 
more environmental concern (e.g. Jones & Dunlap 1992) or behave more pro-environmentally 
(e.g. Dolnicar & Leisch 2008) than men. The study of Dolnicar & Leisch (2008) indicated 
that older respondents had behaved more environmentally friendly way at the destination than 
younger ones. There exist also claims that groups of young adults, well-educated and 
politically liberals express more environmental concern than others (e.g. Jones & Dunlap 
1992). 
 
As Banerjee & McKeage (1994) suggested in their study, in the case of ecological 
sustainability people should be encouraged to green consumption by emphasizing the 
potential emotional or social rewards that would be gained via greener lifestyle. This could be 
a better way than drawing attention to negative feelings, such as fear or guilt, among 
consumers which is a commonly used way to implement environmental advertising 
campaigns. Also when encouraging pro-environmental consumption, these environmental 
features of a service could be marketed through stressing success, self-actualization and status 
aspects of green consumption rather than directly challenging the ideology of consumption 
centrality and trying to replace it with environmental values. This is one solution of how the 
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perceptions of possession-defined success could be tried to change to include products that 
are less harmful to the environment. (Banerjee & McKeage 1994, 150–151.) 
 
In consumer behavior individuals may choose specific sustainable issues to respond and 
connect with, such as organic produce, ethical consumption or animal cruelty, instead of the 
whole spectrum of sustainable consumption (Belz & Peattie 2010, 78). In the study of 
Honkanen et al. (2006) the impact of ethical values and motives on driving organic food 
choice was explored. The results indicated that environmental and animal welfare concerns 
influence significantly on attitudes towards organic food. The political motives, such as the 
politically acceptable countries of origin, were also somewhat important factor to impact on 
attitudes. So if people are concerned about these issues they should have very positive 
attitudes towards organic food which may guide their behavior to consuming organic food 
more likely. (Honkanen et al. 2006, 420, 426–427.) 
 
Blamey & Braithwaite (1997) segmented potential ecotourists in Australia based on their 
social values. The authors defined social values as enduring beliefs that people hold 
concerning appropriate societal behavior and desirable states of society. As a result the 
authors segmented the respondents into four segments and they concluded that the ecotourism 
market is not restricted to those who are specially committed or sensitive to environmental 
issues. As a latent potential market there may be some individuals who would like to learn 
about and appreciate nature for example in a safe and comfort environment of guided 
ecotours. (Blamey & Braithwaite 1997, 29.) 
 
Much more studies are focused on the values that effect on sustainable consumption behavior 
rather than on the influence of specific sustainable values on consumption. For example the 
study of Shaw, Grehan, Shiu, Hassan and Thomson (2005) concentrated on the role and 
meaning of values in ethical consumption. However, the questionnaire contained values in 
general using Schwartz’s value model with 56 values and value meanings (Shaw et al. 2005, 
188, 196). The focus was not on sustainable values specifically. However, in this current 
study it is suggested that values such as equality and social justice from the set of values by 
Schwartz can be considered to be part of sustainable social values. Shaw et al. (2005, 187, 
193) stated that both values were essential guiding principles for ethical consumers when 
grocery shopping and they are described to indicate pro-social concern towards people outside 
individual’s own in-group. 
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4.3 Schwartz’s Value Model 
 
Schwartz (1994) defined values as desirable trans-situational goals that vary in importance 
and serve as guiding principles of individuals or other social entity. As conscious goals, 
values are responses to universal requirements with which all individuals and societies must 
cope. These three requirements are needs of individuals as biological organisms, requisites of 
coordinated social interaction, and requirements for the smooth functioning and survival of 
groups. With the help of these requirements the ten motivational types of values were created. 
These types of values are defined by their central goals (see Table 2). (Schwartz 1994, 21–
22.) The foundations of this value model are in earlier value theories and studies such as in 
the Rokeach’s Value Survey (Schwartz 1992, 4). The model is also viewed as a cross-
culturally valid (Schwartz 1994, 43) and is used widely in different value researches. 
 
Table 2. Motivational types of values by Schwartz. 
Motivational 
types of values 
Definition and exemplary values 
Power Social status and prestige, control or dominance over people and 
resources (Social power, authority, wealth) 
Achievement Personal success through demonstrating competence according to 
social standards (Successful, capable, ambitious) 
Hedonism Pleasure and sensuous gratification for oneself (Pleasure, Enjoying 
life) 
Stimulation Excitement, novelty, and challenge in life (Daring, varied life, 
exciting life) 
Self-direction Independent thought and action – choosing, creating, exploring 
(Creativity, curious, freedom) 
Universalism Understanding, appreciation, tolerance, and protection for the welfare 
of all people and for nature (Broad-minded, social justice, equality) 
Benevolence Preservation and enhancement of the welfare of people with whom 
one is in frequent personal contact (Helpful, honest, forgiving) 
Tradition Respect, commitment, and acceptance of the customs and ideas that 
traditional culture or religion provide (Humble, devout, Accepting my 
portion in life) 
Conformity Restraint of actions, inclinations, and impulses likely to upset or harm 
others and violate social expectations or norms (Politeness, obedient, 
honoring parents and elders) 
Security Safety, harmony, and stability of society, of relationships, and of self 
(National security, social order, clean) 
Source: Schwartz 1994, 22. 
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The relationship of values means that some values can be compatible or conflicting with one 
another (Schwartz 1994, 20). These relations can be seen in Figure 3. Competing types of 
values are in opposite directions from the center and compatible types are close to each other 
going around the circle. In addition, conformity and tradition dimensions share a sector 
because of their same motivational goal which is the subordination of self to fulfill the 
expectations of society. (Schwartz 1994, 24.)  
 
 
Figure 3. Relationships between motivational types of values. 
Source: Schwartz 1994, 25. 
 
In the study of Schwartz (1994) 56 values were included in the core survey where the first 30 
were phrased as terminal values (nouns), and the remaining 26 as instrumental values 
(adjectives), each followed by a short explanatory phrase. Although the survey included lists 
of both terminal and instrumental values, there was no evidence for this distinction in the 
structure of values. Schwartz claimed that all instrumental values may be conceptualized as 
terminal. If, for instance, the item helpful is considered to be important, this indicates that the 
goal of helpfulness is an important end state to foster. (Schwartz 1994, 26, 35.) 
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Participants indicated the importance of each value on a 9-point scale “as a guiding principle 
in my life” from 7 (of supreme importance) to 0 (not important), and also -1 (opposed to my 
values) were an option. Before rating the values on each list, respondents chose and rated 
their most and least important values, which helped to understand the use of the response 
scale. This method demanded respondents to start by reading through the whole list of values 
before rating the importance of each value separately, while keeping lightly in mind the 
importance of other values. (Schwartz 1994, 26–27.) The rating method was seen to be a more 
suitable element than ranking to measure also negative values that respondents try to avoid 
expressing or promoting in their choices and behavior. The respondents who rated values as 
“of supreme importance” more than 21 times or used any other response more than 35 times 
were excluded from the analyses phase because they were not assumed to make a serious 
effort to differentiate among their values. In addition, respondents who rated fewer than 41 
values were also excluded. (Schwartz 1992, 17–18, 20.) 
 
In the scope of this study the self-transcendence and self-enhancement dimensions are in 
interest. The values are arranged to opposite directions by the extent to which they motivate 
people to enhance their own personal interests, even at the expense of others, or how they 
motivate people to transcend selfish concerns and enhance the welfare of others and nature 
(Schwartz 1992, 43–44). So achievement and power, with selfish interests of success, 
authority and social esteem of oneself, are in an opposite side of universalism and 
benevolence which include acceptance of others as equals and concern for their welfare. The 
point is that seeking personal success can make more difficult the actions aimed at enhancing 
the welfare of others who need help. (Schwartz 1992, 14; Schwartz 1994, 23, 25.) The values 
of universalism emphasize the goals of tolerance and concern which include understanding, 
accepting and showing concern for the welfare of all people, even if their ways of life differ 
from one’s own (Schwartz 1994, 41). In other words universalism is a wide form of altruism 
towards humankind (Hansla, Gamble, Juliusson & Gärling 2008a, 2). From the 56 values 9 
universalism values were: a world at peace, broad-minded, social justice, wisdom, equality, 
inner harmony, protecting the environment, unity with nature and a world of beauty 
(Schwartz 1994, 33). The last three values are related to biosphere (Hansla et al. 2008a, 2). 
 
The value type of benevolence encompasses dedication on the welfare of one’s in-group in 
everyday interaction (Schwartz 1994, 25; Schwartz 1992, 11). The 9 values of benevolence 
were: helpful, honest, forgiving, loyal, responsible, true friendship, a spiritual life, mature 
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love and meaning in life (Schwartz 1994, 33). In the literature review part, Schwartz (1992, 
12) concluded that in collectivist cultures benevolence values might be emphasized more than 
universalism values, as in contrast in individualist cultures there is a more equal emphasis on 
both value types. 
 
For the value type of power the 5 values were: social power, authority, wealth, preserving my 
public image and social recognition. Achievement included 6 values: successful, capable, 
ambitious, influential, intelligent and self-respect. (Schwartz 1994, 33.) As in the Table 2 
were mentioned, the goal in achievement values is the success of oneself by demonstrating 
competence and following social standards in a more concrete interaction. In the meanwhile 
power emphasizes control or dominance over others and the achievement of social status and 
authority as abstract outcomes of action in the general social system (Schwartz 1992, 8–9, 
40). Schwartz (1992, 41) suggested that power values have generally a stronger conflict with 
universalism and benevolence values than achievement values do. 
 
A person may commit oneself to environmental issues because of the threatening and harmful 
consequences that environmental problems can cause for themselves, others or biosphere 
(Hansla et al. 2008a, 1). The value orientation of self-transcendence can be related to 
environmental concern about consequences for humans and the biosphere, while self-
enhancement values may reflect concern about consequences for oneself (Hansla, Gamble, 
Juliusson & Gärling 2008b, 769). The value types in self-transcendence dimension have 
turned out to be positively related with environmentally friendly attitudes and behavior as in 
the contrast the self-enhancement dimension seems to have a negative relationship with them 
(Hedlund 2011, 279; Hansla et al. 2008a, 2). 
 
In the study of Schwartz & Rubel-Lifschitz (2009), the benevolence and universalism values 
were more important to women than to men and in contrast men rated power and achievement 
values more important than women did. This indicates that as in the chapter 4.2 was 
mentioned, women might be more environmentally concerned than men. On the other hand, 
the results about these value types indicated that higher societal gender equality increases the 
importance of benevolence and universalism and decreases the importance of power and 
achievement. However, even in a context where gender equality increases, among women 
there is a sharper rise in the importance of self-transcendence values and among men a lower 
drop in the importance of self-enhancement values. Under high gender equality people can 
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express their values more freely and this may lead to clearer gender diversity rather than to 
gender similarity. (Schwartz & Rubel-Lifschitz 2009, 176, 182.) 
 
However, this relation is not problematic, because in the study of Hedlund (2011) only the 
universalism value type were significantly affecting on environmental concern while 
benevolence, power and achievement were not. One explanation for the lack of significance in 
the relationship between self-enhancement value types and pro-environmental concern and 
behavioral intention in tourism might be the context-specific issues. The author suggested that 
the existent of this relationship in tourism should not be taken for granted. People rating 
importance to benevolence values may also not see caring for the environment as included in 
caring for the in-groups and in this way do not have a strong environmental concern in 
vacation choices. (Hedlund 2011, 284–285.) 
 
For this study 29 values from Schwartz’s value model were selected. The values were from 
self-transcendence and self-enhancement dimensions. It is suggested that values such as 
equality and social justice from universalism value type can be considered to be part of 
sustainable social values. Shaw et al. (2005) stated that both values were essential guiding 
principles for ethical consumers when grocery shopping and they are described to indicate 
pro-social concern towards people outside individual’s own in-group (Shaw et al. 2005, 187, 
193). The 29 values selected measure the values towards the welfare of others or in contrast 
the wellbeing of oneself. Also three of these values, protecting the environment, unity with 
nature and a world of beauty, are related to biosphere (Hansla et al. 2008a, 2) which suits well 
into this study while the aim is to explore both environmental and social values related to 
sustainability. However, also the New Ecological Paradigm scale was used to measure the 
environmental stances more closely. 
 
4.4 The New Ecological Paradigm 
 
The original New Environmental Paradigm scale was developed by Dunlap and Van Liere in 
1978, when the shift from the anthropocentric Dominant Social Paradigm (DSP) to more 
ecocentric paradigm was taken place (Lück 2003, 228, 237). The revised New Ecological 
Paradigm scale is an updated version from the original NEP scale and it was developed in 
2000 to avoid outdated terminology, to utilize more diverse ecological worldview and to offer 
a balanced set of both pro- and anti- NEP items (Dunlap, Van Liere, Mertig & Jones 2000, 
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425). The revised NEP scale is a general measure which aims to measure the viewpoints of an 
individual on the human-environment relationship (Hedlund 2011, 282). 
 
The revised NEP includes a set of 15 statements (Table 3) to identify the stances towards the 
environment (Zografos & Allcroft 2007, 49). The scale includes five facets of an ecological 
worldview: the reality of limits to growth (items 1, 6, 11), anti-anthropocentrism (items 2, 7, 
12), the fragility of nature’s balance (items 3, 8, 13), rejection of human exemptionalism 
(items 4, 9, 14) and the possibility of an ecocrisis (items 5, 10, 15). If an individual agrees 
with the odd-numbered items, this indicates pro-ecological view. However, on the even-
numbered items a pro-ecological worldview is indicated by disagreement. (Dunlap et al. 
2000, 432.)  
 
Table 3. The New Ecological Paradigm. 
1. We are approaching the limit of the 
number of people the earth can support 
9. Despite our special abilities humans are 
still subject to the laws of nature 
2. Humans have the right to modify the 
natural environment to suit their needs 
10. The so-called ‘ecological crisis’ facing 
humankind has been greatly exaggerated 
3. When humans interfere with nature it 
often produces disastrous consequences 
11. The earth is like a spaceship with very 
limited room and resources 
4. Human ingenuity will ensure that we do 
NOT make the earth unlivable 
12. Humans were meant to rule over the 
rest of nature 
5. Humans are severely abusing the 
environment 
13. The balance of nature is very fragile 
and easily upset 
6. The earth has plenty of natural resources 
if we just learn how to develop them 
14. Humans will eventually learn enough 
about how nature works to be able to 
control it 
7. Plants and animals have as much right as 
humans to exist 
15. If things continue on their present 
course, we will soon experience a major 
ecological catastrophe 
8. The balance of nature is strong enough to 
cope with the impacts of modern industrial 
nations 
 
Source: Dunlap et al. 2000, 433. 
 
The updated New Ecological Paradigm has been widely used in assessing environmental 
attitudes (e.g. Millar et al. 2012). Still, there exists notable debate as to what exactly the NEP 
measures, for example values, beliefs or attitudes (Zografos & Allcroft 2007, 48–49). The 
NEP scale has been utilized also when studying environmental values (e.g. Fairweather et al. 
2005). For example the aim of the study by Zografos & Allcroft (2007) was to segment 
potential ecotourists on the basis of their environmental values. The authors used a 5-point 
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Likert scale and utilized the New Ecological Paradigm. They claimed that because the NEP 
can be seen as a list of stances towards nature, the scale can be utilized to measure 
environmentally benign orientation and in this sense it can also help to reveal environmental 
values. (Zografos & Allcroft 2007, 48–49.) Also in this study the aim is to measure 
environmentally and socially benign orientation, which is suggested to reveal sustainable 
values. 
 
The NEP scale has used also in Finland. For example Kangas (2007) presented a study where 
the aim was to explore the environmental attitudes of travelers in Koli national park. In this 
research a short-version NEP scale was used and so only 8 items from 15 statements were 
included. As results three segments of travelers were created which were ecocentric, 
anthropocentric and ambivalent groups. The author suggested that also anthropocentric people 
can see environmental protection important although their motives differ from ecocentric 
individuals. People with anthropocentric attitudes may want to preserve nature for humans, 
while motives of biocentrics come from the value of nature itself. (Kangas 2007, 45–48.) 
 
4.5 Sentiment-behavior gap of sustainable consumer 
 
Abstract values and attitudes do not always translate into concrete actions (Leiserowitz et al. 
2006, 439). For these gaps Leiserowitz et al. (2006) suggest three types of barriers. First one 
is the strength, existence and direction of given values and attitudes. For example, while it is 
stated that global environmental values already exist and are heading in the right direction, 
their current strength is low in relation to other values, such as economic growth. Consumer 
must choose between competing values and normally only in the concrete decisions the 
tensions between different values or the existence of hidden attitudes become truly visible. 
(Leiserowitz et al. 2006, 439–440.) 
 
Second barrier between values, attitudes and behaviors concerns individual level. The lack of 
time, money, access, knowledge, skills, power or perceived benefit may prevent an individual 
from translating values into action. Also habits and routines are often important barriers, 
because it takes time and effort to break bad habits, even simple ones such as leaving the 
lights on in an empty room. (Leiserowitz et al. 2006, 439.) For example in tourism context 
environmental alternatives may be less comfortable or less appealing. While a tourist accepts 
the alternative with its possible flaws, such as slowness or unpleasantness, he has to have 
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enough resources, including time, money and information, for the implementation. Mass 
tourists’ low interest in environmentally friendly transport alternatives may be a result of the 
fact that these transportations often require more time, which is a scarce resource especially 
during a short-term travel. (Budeanu 2007, 502–503.) On the other hand, decision-making in 
general is not always rational. For example some tourists may decide to take a trip and ignore 
the fact that they cannot afford it. (Swarbrooke & Horner 2007, 66.) 
 
The third barrier is structural and includes for example laws, infrastructure, available 
technology and the broader social, economic and political context. Although one would like 
to use mass transit as an alternative to car, this environmentally friendly intention cannot be 
translated into behavior if the suitable infrastructure is not available. Also macroeconomic 
factors can effect majorly on sustainable behavior. If oil and gasoline prices rise, also the 
demand for more fuel-efficient and at the same time more pro-environmental vehicles 
increases. (Leiserowitz, et al. 2006, 439.) 
 
Vermeir (2009) studied the theory of planned behavior as a predictive factor in explaining 
customers’ intention to purchase sustainable food products. This theory includes positive and 
negative attitudes towards a certain behavior, subjective norms including the perceived social 
pressure related to the behavior, and perceived behavioral control which means the easiness to 
consume the product. The impact of individual characteristics, such as involvement and 
knowledge, in the behavioral intention formation process was studied as well. As a result 
attitudes, availability and social pressures had a positive impact on sustainable consumption 
intention. This means that while the positive attitudes are a good starting point, they may not 
lead to the desired behavioral intention because the other two factors define the decision-
making process as well. The highly involved respondents had a higher intention to buy 
sustainable products compared to lowly involved respondents. High involvement did lead to a 
lower impact of social pressure and availability on the intention to buy sustainable products. 
This means that highly involved consumers do not see barriers like availability so crucial 
because they are ready to use time and effort in the buying process. Also a small direct effect 
of knowledge on intention to purchase sustainable products was found. (Vermeir 2009, 89, 
95–98.) 
 
In this study the results of Vermeir (2009) are acknowledged. While people may have positive 
attitudes concerning sustainability, the other factors effecting on behavior, such as availability 
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and social pressure, needs to support these attitudes. Also the involvement and knowledge 
concerning sustainability need to be in line with the attitudes hold by an individual. Only then 
the sentiment can be truly fulfilled as concrete actions towards sustainable behavior. On the 
other hand, attitudes can be seen as a major factor to get the behavioral change started with 
one’s own volition. 
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5 DATA AND METHODS 
 
The fifth chapter presents the research method and the operationalization of this study. Also 
the choice of student sample is discussed. The last part presents the analyzing methods with 
their prerequisites. 
 
5.1  Research method and sample 
 
Quantitative approach is a research method where the information about research procedures, 
such as data collection and its analysis and interpretation, is often transparent so that they are 
clear for all to see. The results are often presented in numerical form which enables to 
transform the complex information to visual and easily understandable form, such as tables 
and figures. When studying attitudes, qualitative methods are ideal on an individual 
observation level, as for quantitative research the strength is to gather information on the 
extent of attitudes and perceptions among the population. Then the objective is not only to 
find out if certain attitudes exist but also how common they are. (Vail 2011, 257.) 
 
Questionnaire-based surveys are one of the most commonly used methods in tourism 
research. The key feature is that respondents have to describe their own behavior, attitudes or 
intentions. This is not a simple case. For example, when asking about socially disapproved 
behavior, the honesty of respondents’ answers can be questioned. However, questionnaires 
are used as a research method when information from a specific population is needed and 
when descriptions made by individuals of their own behavior and attitudes are an acceptable 
source of information. In respondent-completion type of survey the respondents read and fill 
out the questionnaire themselves on a paper or online without any interviewers participating. 
The advantages are the affordability, speed and anonymity of the data collection, while at the 
same time the answers may end up to be incomplete or irrelevant. This is why the content and 
structure of the questionnaire need to be very carefully designed. (Vail 2011, 127, 260.) In 
this study a web-based questionnaire was used. 
 
One method to test the questionnaire is to implement a small-scale pilot survey. Some of the 
aims of this phase are to test questionnaire wording and sequencing, and to estimate 
questionnaire completion time. (Ticehurst & Veal 2000, 151.) The questionnaire of this study 
was tested with four respondents to ensure that it was working correctly and to know the time 
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that was needed to fill the form. The data was collected in the spring of 2013. The period was 
from March 20th to April 2nd, so the respondents had almost two weeks time to answer. The 
invitation was sent through an e-mail where participants were asked to visit the website and 
complete the questionnaire. Both the invitation and the survey were available in English and 
in Finnish. Any compensation from answering was not offered. 
 
The questionnaire was sent to 2 782 students of the University of Eastern Finland (UEF). 
There was no criterion for the starting year of studies but there was a requirement that all the 
students involved had done their registration for attendance. The students were from three 
different departments which were department of business, school of humanities and 
department of geographical and historical studies. This choice was made so that the 
respondents would have various orientations of studies and would possibly be differing based 
on their lifestyles and stances concerning sustainability as well. From the sample to whom the 
questionnaire was sent there were 1 269 students from school of humanities, 912 students 
from department of business and 601 students from department of geographical and historical 
studies. 
 
Student samples are widely used in studies concerning consumer behavior both in general and 
also in tourism context, such as when exploring consumers’ attitudes and behavior intentions 
towards environmentally responsible practices of hotels (e.g. Choi, Parsa, Sigala & Putrevu 
2009), studying potential tourists (e.g. Phau, Shanka & Dhayan 2010) or focusing on 
students’ destination images and seeing this group as a party of the educational tourism 
market (e.g. Son & Pearce 2005). However, the sample of students representing consumers in 
a consumer research has run up against a lot of criticism. Students should not be handled as 
typical consumers (Wells 1993, 491). For instance they may have different expectations and 
experience level compared to various consumer groups and more general population (Choi et 
al. 2009, 109). As Ferber brought out already in 1977, the researcher should be able to clearly 
justify the use of student sample, as the use of any other specific group, in terms of relevance 
to the research problem and sample’s representativeness. Otherwise the research can be 
extremely unreliable. (Ferber 1977; ref. Wells 1993, 491.) 
 
The majority of students present a quite young age group. These individuals are the future 
tourists in both business and leisure travels and therefore an essential segment for tourism 
industry to take into consideration. As Vermeir (2009, 92) also stated when studying the 
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sample of young adults following higher education, this fairly uniform group should not have 
major differences based on their age, income and social class. The study of Hedlund (2011, 
282) excluded business travel when examining value-attitude-behavior relations in sustainable 
tourism, so that the respondents should have paid their accommodation themselves. However, 
in this study also the career plans related to business travels were included. The students may 
have international business travels in their future jobs or they even might end up to come 
decision-makers in companies when they also might have an impact on company’s travelling 
policies. 
 
5.2  Questionnaire design 
 
The copy of the questionnaire can be seen in appendix 2. The questions included into the 
survey were gathered from previous theories and researches. Also the advices from instructors 
and other students were utilized. In addition, the question number 5 included five statements 
which were gathered by a Russian colleague from a wider cooperation project. She focused 
more on the food consumption aspect of sustainability and compared in her thesis the Finnish 
and Russian answers. These five statements were not included in the analysis of this study. 
 
The questionnaire began with the definition that in this study “travelling” means a trip abroad 
as a vacation trip or a business travel. This was given to ensure that all respondents were 
thinking the same image of travelling abroad and not the behavior in domestic travels. The 
questions were not codified to be compulsory to answer, which can lead to the possibility of 
missing values in the phase of analyses. This decision was made so that the respondents 
would not be forced to give answers to all items if suitable option was not found. In this way a 
participant had also an opportunity to look through the pages of the questionnaire in the 
Internet without the need to fill the pages first. However, in the beginning of the questionnaire 
there was a request to answer all the questions presented. 
 
In this study mostly pre-coded questions were used. This means that a range of answers were 
offered in the questionnaire for respondent to choose from. In the open-ended questions the 
answers would not have been influenced by the questionnaire and they could have offered 
more information. However, the classification of these answers is often very time-consuming 
and may not necessarily offer more value than a well-constructed list created in advance. Also 
the response rates into open-ended questions are often quite low while the full-length answers 
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require more effort. (Ticehurst & Veal 2000, 145–146.) Anyway, in the last part of the 
questionnaire the respondent had an opportunity to give feedback or share thoughts about the 
topic to an empty space. 
 
The operationalization of this study can be seen in the Table 4. Demographic information, 
such as age and gender, can be collected to describe consumer segments with different 
preferences concerning consumption patterns (Zografos & Allcroft 2007, 45–46). This kind of 
information can also be used to examine different social groups’ levels of participation (Vail 
2011, 195). Because in the analysis phase respondents will be segmented into different value 
groups, these demographic features can help to describe them and possibly to find some 
differences between the groups. This is why the first part of the questionnaire included basic 
background information (Q1–Q4), such as gender, age and orientation of current studies. The 
nationality was asked because there was the possibility that exchange students would answer 
to the English version of the survey. 
 
Table 4. Operationalization of the study. 






 Demographic information for 
describing each consumer segment 
(Zografos & Allcroft 2007) 
 The impact of family on individual’s 
values, attitudes, norms, beliefs and 
behavior (Albanese & Boedeker 2002) 
Q1–Q4. Gender, age, 
nationality, orientation of 
current studies 
Q12. Education and 
professional status of parents 
Q13. Future career plans 
Sustainability Environmental values: 
 Ecological worldviews (Dunlap et al. 
2000) 
Q11. The NEP scale: 15 
statements concerning 
environmental issues (Dunlap 
et al. 2000) 
Social values: 
 Values of benevolence and 
universalism: acceptance of others as 
equals and concern for their welfare 
(Schwartz 1994) 
Q6. 29 values from the value 
types of universalism, 
benevolence, power and 
achievement (Schwartz 1992; 
Schwartz 1994) 
Awareness of sustainable issues: 
 A gap between values and action may 
be caused by the lack of knowledge 
(Leiserowitz et al. 2006) 
 There exists a lack of consumer 
recognition towards ecotourism labels 
and certifications (Weaver 2006) 
Q7. 
item 1 (Fairweather et al. 2005) 
item 2 (Dodds et al. 2010) 
item 3 concerning the 
awareness of environmental  
and social consequences of 





decisions in a 
travel process 
 Sustainable behavior at home and 
during the holiday: The desire to avoid 
inconsistency is an important factor 
shaping pro-environmental behavioral 
patterns (Thøgersen 2004) 
 Past behavior seems to have an impact 
on behavioral intention (Lam & Hsu 
2006) 
Q5. Evaluation of current 
lifestyles 
items 1-4 (Thøgersen 2004) 
items 5-7 (Dolnicar & Leisch 
2008) 
items 8-9 (Gilg. et al. 2005) 
items 10-14 (results from the 
cooperation in Russia, not 
included in the analyses of this 
study) 
 Transport (Böhler et al. 2006) 
 Socio-environmentally responsible 
hotels (Kasim 2004) 
 Choice of products: Local products 
relate to local materials and 
employment (Pereira et al. 2012), 
avoidance of purchasing harming 
souvenirs from endangered species 
(Budeanu 2007) 
 Traffic congestion as a harmful 
consequence of tourism to the host 
community (UNWTO 2010), and as a 
harmful element of a destination to the 
tourists (Dickinson & Dickinson 2006) 
Q10. 
item 1 (Hedlund 2011) 
items 2-3 (Dolnicar & Leisch 
2008) 
item 4 (Goodwin & Francis 
2003) 
item 5 (Millar et al. 2012) 
items 6-7 (Kasim 2004) 
items 8-10 concerning the 
purchases in the destination 
(self-created) 
 The perceived additional cost, time 
taken or poor comfort can make people 
to skip the desirable behavior 
(Dickinson & Dickinson 2006) 
 The differential charging methods for 
foreign and domestic visitors to ensure 
fair prices (Mowforth & Munt 2003) 
Q8. 
items 1-2 concerning the 
readiness to use more 
time/money for responsible 
tourism (self-created) 
Q9. (Dodds et al. 2010) 
 
As Miller (2003, 19) stated in his literature review part, by asking about consumers real 
purchasing behavior rather than hypothetical questions a more realistic figure for consumer 
involvement can be achieved, although the possibility for dishonest answers is still open. In 
the part of current lifestyles the frequency of actual sustainable behavior at home were asked. 
Past behavior seems to have a significant impact on behavioral intention (Lam & Hsu 2006, 
596) and people have a desire to avoid inconsistency in pro-environmental behavior 
(Thøgersen 2004). Because of this, items from previous studies focusing on sustainable 
lifestyles at home were collected (Q5). Here some of the statements (items 10-14) asked were 
included only because of the comparative Russian study and were not part of the analyses of 
this research. One of the main topics in the Russian study was food consumption and the 
statements were related to this theme. 
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Sustainable values and different purchasing decisions in tourism are the main factors for this 
study. In questions 11 and 6 the environmental and social values were asked with the help of 
earlier theories and studies concerning the NEP scale created by Dunlap et al. (2000) and 
Schwartz’s value model by Schwartz (1992). To the Finnish translation of the NEP statements 
the study of Kangas (2007) was partly used while it included only 8 of the 15 statements. As 
for Schwartz’s values the translations used by Puohiniemi (2002) were utilized. To this survey 
only part of the Schwartz’s value model was included by asking the 29 values from four 
motivational types of values. Other studies have also used short-version lists from the original 
value model (e.g. Hedlund 2011; Hansla et al. 2008b). Sustainable development is generally 
defined as a development that “meets the needs of the present generation without 
compromising the ability of future generations to meet their own needs” (WCED 1987). This 
is why the consideration towards others can be seen as a main factor of sustainable 
orientation. If a person does not care the welfare of others, can the sustainable principles be 
truly fulfilled? It is suggested that if a person cares only for own welfare, the social and 
environmental aspects of sustainable development may be threatened. 
 
In the analysis phase the aim is to compare and find possible differences between the value 
groups and the importance that they give to sustainable attributes related to travel process. 
This can be seen to reflect the intentions that respondents have concerning sustainable 
purchasing decisions in tourism. This is why in the questionnaire the respondents were asked 
to rate the importance of particular attributes in a holiday (Q10). The question included the 
word “holiday” and not “travel” so that respondents would consider paying the travel 
themselves and not for example by an employer on a business trip. The attributes in question 
can be seen as relevant factors for sustainable purchasing behavior in tourism context. The 
aim was to collect information widely from different parts of tourism product including 
attributes related to destination, transportation, accommodation and shopping during a travel 
process. 
 
Questions related to willingness to take concrete responsibility for sustainable travelling were 
asked. While willingness to pay extra for environmental protection or otherwise sustainable 
practices can be criticized of the possible intention-behavior gap, it may help on defining if 
tourists are ready to take any responsibility of their own (Hedlund 2011, 280–281; Dodds et 
al. 2010, 215). Question 8 included two statements related to sacrifice more time or money to 
be a more responsible traveler. The question 9 was related to willingness to fund social and 
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environmental protection in a destination. The amount that a respondent were ready to pay 
more through donations or prices of services was asked in the currency of euro. 
 
In the last part of the questionnaire the respondents were requested to tell the education level 
and professional status of their parents (Q12). As Albanese & Boedeker (2002) stated, family 
has often a notable influence on individual’s values, attitudes, norms, beliefs and behavior 
(Albanese & Boedeker 2002, 120). This is why the possible differences wanted to be 
compared. The final question asked respondents to evaluate their own professional status after 
five years from graduation. If a respondent would be willing to work in a management level 
in the future, this person might affect also on company’s travelling policies. Finally the 
potential business travel intentions were asked concerning the willingness to have business 
travels or even work abroad in the future.  
 
5.3  Analysis of data 
 
Data can be divided into nominal, ordinal and scale types (Veal 2011, 429). Other possibility 
is to divide the types into nonmetric and metric measurement types. Nonmetric measurement 
can be implemented through nominal (or categorical) and ordinal scales. Numbers in nominal 
scale identify subjects or objects. For example gender can be described by number, but this 
numeric value only describes whether the person is female or male and there is no reason to 
calculate average value of gender. Ordinal scale is a step higher in measurement precision. 
There the variables can be ranked or ordered based on how greater or lesser one is. However, 
the numbers only indicate how the variables are arranged in a sequence and not the real 
amount of differences between them. (Hair, Black, Babin & Anderson 2010, 5.) 
 
Metric variables are the highest level of measurement precision and include interval and ratio 
scales. These can be used when the relative quantity or degree of an attribute differs between 
subjects. Metric variables are appropriate for attributes which involve amount or magnitude, 
like the level of satisfaction. Then any variables next to each other have the equal differences. 
Basically the only difference between interval and ratio scales is that ratio scale has an 
absolute zero point (e.g. weight) while interval scale does not. For example in the Celsius 
temperature scale zero does not mean a lack of temperature and temperatures can also be 
measured below the zero point. (Hair et al. 2010, 6–7.) 
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The questionnaire was mostly constructed using 5-point Likert scales and Likert-type scales. 
Veal (2011) presents that in a case of Likert scales, by using a standard set of responses this 
scaling technique asks the subject to indicate the agreement or disagreement to certain 
statement or to rate the importance attached to a factor. The variables developed from 
attitude/Likert variables have been very popular in psychological and market research. While 
in fact these scales are just ordinal ones, they have come to be seen almost as scale variables 
where means are accepted as a suitable statistical method when analyzing these variables. 
(Veal 2011, 298, 430.) This method has been widely utilized in many researches using Likert 
and Likert-type scales (e.g. Blamey & Braithwaite 1997; Choi et al. 2009; Hedlund 2011; 
Millar et al. 2012). In this study the Likert and Likert-type scales used in the questionnaire are 
seen as scale-type variables where means can be used as an analyzing method. These scales 
can be seen to measure the attitude or opinion of an individual with a continuous scale from 1 
to 5 where the variables next to each other have fairly equal differences. 
 
The data was analyzed with the SPSS Statistics software version 19. The main analyzing 
method in this study was to segment respondents with the help of cluster analysis. Cluster 
analysis is a method to group individuals or objects into homogeneous groups which are 
called clusters. As a result the units in a same cluster are more similar to one another than 
they are to units in other clusters based on some of their characteristics. (Hair et al. 2010, 505; 
Nummenmaa 2009, 428.) For cluster analysis there are two common ways of implementation, 
which are hierarchical and K-means cluster analysis (Metsämuuronen 2008, 248). Because 
the K-means cluster analysis is more suitable for large amount of data (Metsämuuronen 2008, 
248), the procedure in question was used in this study. There the number of clusters is 
determined after which the objects are placed into clusters (Hair et al. 2010, 533). 
 
The use of cluster analysis requires that the normal distribution, homogeneity of variances and 
measurement with at least interval scale are fulfilled and that the data has at least 50 
observations (Nummenmaa 2009, 432). Multivariate methods in general are based on the 
assumption that the data is a random sample from population that follows normal distribution. 
This is why the variables should follow normal distribution as well. The data should also 
include enough answers that the results could be seen as reliable. (Metsämuuronen 2008, 11.) 
 
In this study the sample size was highly suitable for the cluster analysis. However, the 
homogeneity of variances in all of the variables used in the cluster solution did not exist. 
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Fortunately, multivariate methods are often quite robust and give reliable results even though 
assumptions are not quite fulfilled (Metsämuuronen 2008, 11). The assumption of normal 
distribution for a variable is a quite strong requirement, which is rarely completely valid 
(Heikkilä 2002, 225). Again, larger sample sizes luckily reduce the harmful effects of non-
normality. In sample sizes with under 50, and especially less than 30 observations, notable 
deviations from normality can have a major impact on the results. For sample sizes of 200 or 
more, these same effects may be insignificant. (Hair et al. 2010, 72.) While in this study the 
normality tests for many variables were indicating deviations from normality, the quite large 
sample size enabled to consider that the assumption of normal distribution was yet 
sufficiently fulfilled. Finally, the reliability of cluster solution was strengthened with the 
discriminant analysis. This analyzing method is an appropriate statistical technique when the 
dependent variable is a categorical one, including at least two groups or classifications formed 
beforehand, and the independent variables are metric ones (Hair et al. 2010, 339–340). 
 
For the comparisons between the clusters, a group of t-tests and chi-square (χ2) tests were 
carried out. Chi-square test can be used in cross-tabulation of two nominal variables. This test 
analyzes whether the relationship between the variables and the overall differences are 
significant. (Veal 2011, 466–467.) The rule of chi-square test is that only 20 percent of the 
cells can be with expected counts of less than 5 and the minimum expected count for every 
cell is 1. (Veal 2011, 470; Heikkilä 2002, 213.) In this study the Pearson’s chi-square was 
used, which is a common choice for chi-square tests (Heikkilä 2002, 214). 
 
T-tests were used to compare the means between clusters. When comparing the means of one 
variable for two sub-groups, such as men and women, an independent samples t-test can be 
used. (Veal 2011, 472). T-test is a parametric test where the assumption of normal distribution 
exists and the dependent variable is measured at least with interval scale. If the variable is 
measured with ordinal scale and the assumption of normal distribution is not fulfilled, Mann-
Whitney U test should be used as a nonparametric test. (Heikkilä 2002, 224, 230, 233–234.) 
In the analyses of this study the t-tests were used. While the normal distribution was not 
found in all of the variables, the large sample was seen to fulfill the assumption of normal 
distribution sufficiently. In addition, to the outcomes of Mann-Whitney U tests were referred 
to increase the reliability of the results. 
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In research field different levels of probability are used to identify whether the results can be 
thought as true or not. Highly significant is sometimes referred to results at the 99 % level and 
significant to 95 % level. These levels mean that there is 1 % (0.01) or 5 % (0.05) possibility 
that the results presented are not true. (Ticehurst & Veal 2000, 202.) In addition to these 
levels also the significance levels of 0.1 % (0.001) and less frequently 10 % (0.1) are used 




6 RESULTS AND DISCUSSION 
 
After data collection the analyses were made. First the basic background of the sample was 
explored. Then the cluster analysis was utilized for the segmentation part of the study. 
Finally, the differences between the clusters were compared. In addition, the results were 
contrasted with those from previous studies. 
 
6.1  Background of the sample 
 
During the spring 2013 the questionnaire was sent to 2 782 students of the University of 
Eastern Finland (UEF). In total 508 answers were collected so the response rate was 18.3 %. 
Majority of the respondents were female (67.7 %), so the male respondents (31.5 %) in these 
analysis are in a minority. Age ranged from 20 to 66 years and the mean age was 27.9, so the 
sample presented quite young age group (see Table 5). Most of the respondents were Finnish 
students representing 95.9 % of the sample. Only 3.3 % told that their nationality were other 
than Finnish, including dual nationality or nationalities such as Russian, German, British, 
Spanish, French, Armenian, Czech, Turkish, Latvian and Romanian. This is why the results of 
this study indicate mostly the values, behavior and intentions of Finnish students. 
 
Table 5. Age of the respondents. 
 Frequency Percent Valid Percent 
Valid Under 25 190 37.4 38.5 
25 - 29 184 36.2 37.2 
30 - 34 50 9.8 10.1 
35 - 39 31 6.1 6.3 
40 or older 39 7.7 7.9 
Total 494 97.2 100.0 
Missing System 14 2.8  
Total 508 100.0  
 
From those 2 782 students to whom the questionnaire was sent 1 269 students were from 
school of humanities, 912 students from department of business and 601 students from 
department of geographical and historical studies. The questionnaire was completed by 240 
students (47.2 % of the sample) from the school of humanities with response rate 18.9 %. The 
response rate of 135 students (26.6 % of the sample) from the department of business was the 
lowest (14.8 %). The highest response rate (21.3 %) was among the students of the 
department of geographical and historical studies where 128 respondents (25.2 % of the 
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sample) completed the questionnaire. The majors of the respondents varied widely between 
and within departments. Also few respondents mentioned that their major was from another 
department than from those three mentioned, which may be because of the possibility to study 
quite freely between different departments in the university. 
 
6.2  Formation of clusters 
 
The first part was to make a K-mean cluster analysis based on the 29 values from Schwartz’s 
Value Model. In this part all the respondents, who left one or more value rating empty, were 
excluded from the comparison part of clusters. This meant that 474 respondents from 508 
were included. Also the impact of different answering patterns was reduced. In the study by 
Pesonen & Komppula (2010) the authors used cluster analysis to segment potential rural 
tourists and to find a wellbeing segment based on the importance that the respondents gave to 
motivation statements. To avoid the impact of different answering patterns, the mean value 
across all motivation statements of each respondent was calculated. With the help of these 
mean values the relative importance of every item for every respondent was defined. (Pesonen 
& Komppula 2010, 153.) Also in this study the same method was used and the mean value of 
all 29 value statements was calculated to each respondent, after which it was subtracted from 
each value rating to get the relative importance of values for each respondent. The new 
variables were finally standardized for the cluster analysis. Also with the help of discriminant 
analysis, the “successful” variable was eliminated to get more reliable results. This variable 
was failing tolerance test, which meant that it had too much similarity with one or several 
variables. 
 
Cluster analysis was tested with two to eight clusters. The result of two clusters was chosen 
(Table 6). There the respondents divided very successfully and evenly into two segments. In 
other cluster alternatives respondents did not divide as well as in the solution of two clusters. 
This division can also be explained by the theory of Schwartz, where the self-transcendence 
values are in the opposite direction in bipolar dimension from selfish interests of self-
enhancement values towards acceptance of others as equals and concern for their welfare 
(Schwartz 1994, 25). Respondents loading onto cluster 1 are those who value more the 
welfare of oneself and the group in cluster 2 presents in contrast those who see the wellbeing 
of others more important. Consequently, the two cluster solution was consistent with the 
value theory by Schwartz. Based on Schwartz’s dimensions the clusters were named as Self-
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Enhancers and Self-Transcenders. The two cluster solution was also suitable for the purpose 
of this study to compare the group that values the welfare of others from the differing group 
that does not see this as important as the wellbeing of oneself. 
 






1 Self-Enhancers (n=224) 2 Self-Transcenders (n=250) 
T_Equality .000 -.17193 .15405 
T_Inner harmony .000 -.26453 .23702 
E_Social power .000 .51189 -.45866 
T_A spiritual life .000 -.31797 .28490 
T_Meaning in life .000 -.18880 .16916 
E_Wealth .000 .53251 -.47713 
E_Self-respect .470 -.03512 .03147 
T_A world at peace .000 -.30961 .27741 
T_Mature love .000 -.30871 .27660 
E_Social recognition .000 .27541 -.24677 
T_Unity with nature .000 -.36244 .32475 
T_Wisdom .010 -.12546 .11241 
E_Authority .000 .60910 -.54575 
T_True friendship .002 -.15163 .13586 
T_A world of beauty .000 -.29540 .26468 
T_Social justice .000 -.44127 .39538 
T_Loyal .052 -.09409 .08430 
E_Ambitious .000 .50008 -.44807 
T_Broad-minded .000 -.23021 .20627 
T_Protecting the environment .000 -.40548 .36331 
E_Influential .000 .48705 -.43639 
E_Capable .000 .45750 -.40992 
T_Honest .000 -.26024 .23317 
E_Preserving my public image .000 .30967 -.27747 
E_Intelligent .000 .25696 -.23024 
T_Helpful .000 -.33001 .29569 
T_Responsible .001 -.15536 .13921 
T_Forgiving .000 -.37791 .33861 
Letter before each value means the belonging into self-transcendence (T) or self-enhancement (E) dimensions
 
a 
Statistically significant differences based on independent samples t-tests 
 
As from the Table 6 can be seen, the respondents of two clusters differed significantly based 
on almost all of the 28 values with the significance level below 5 %. Only the importance of 
self-respect did not differ significantly between the two groups (p=.470). This value was also 
only one where the clusters did not differ consistently with Schwartz’s value theory. 
Furthermore, the 5 % significance level was slightly exceeded in item loyal, but weak 
evidence against the null hypothesis can be suggested. 
 
Discriminant analysis was used to strengthen the reliability of the two clusters solution. The 
classification showed that overall 96.6 % of original grouped cases were correctly classified. 
Cluster 1 was classified with slightly lower accuracy (95.5 %) than cluster 2 (97.6 %). None 
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of the other cluster solutions (with three to eight clusters) gave a better classification which 
increased the confidence to choose the two cluster solution for the rest of the analyses. 
 
6.3  Background of clusters 
 
The profile of clusters was compared based on gender, nationality, age and orientation of 
studies (Table 7). Respondents’ gender affected to which cluster one belongs (χ2=5.45, df=1, 
p=.020). As from the table can be seen, female respondents were more likely than male 
respondents to belong to Self-Transcenders. Nationality differed also significantly (χ2=6.18, 
df=1, p=.013). However, the group of foreign students was very small and the groups were 
very uneven. Because of this, it is suggested that clear conclusions about these differences 
cannot be made. The mean age of both clusters was quite the same, although Self-Enhancers 
had a slightly lower mean than Self-Transcenders. The mean age was in the whole sample 
quite young, and significant differences were not found between the clusters; t(450.38)=-1.78, 
p=.076 (result was supported by Mann-Whitney U test, p=.330). The department of studies 
was however an affecting factor (χ2=45.28, df=2, p=.000). Students from the department of 
business were more likely to belong to the Self-Enhancers as in contrast from the other two 
departments the majority of students belonged to the Self-Transcenders.  
 































Mean Age (n=463) 27.2 28.4 27.9 
In which department 
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(n=469) 
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As Albanese & Boedeker (2002, 120) stated, family has often a notable influence on 
individual’s values, attitudes, norms, beliefs and behavior. This is why the possible 
differences between the education and professional status of parents wanted to be compared 
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as background information of the clusters. In the Table 8 are the results of this part of the 
survey. For the chi-square tests the item “don’t know/not applicable to me” was coded as 
missing value so that the concrete differences between the clusters could be compared. 
 
Table 8. Professional status and education of parents. 
  Self-Enhancers Self-Transcenders Total 
The professional status of 
mother (n=473) 
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The professional status of mother did not differ significantly between the clusters (χ2=8.97, 
df=5, p=.110). Based on the professional status of fathers there were significant differences 
between the clusters (χ2=12.81, df=5, p=.025). However, when coding also the “other” 
category as missing value, this significant difference was not found anymore (χ2=9.38, df=4, 
p=.052). When comparing the professions of fathers, the status of executive included more 
fathers of Self-Enhancers than those of Self-Transcenders. Also 20.6 % of the Self-
Enhancers’ fathers were entrepreneur while among Self-Transcenders the portion was 16.9 %. 
The fathers of Self-Transcenders were likely to belong on the status of employee/expert. This 
category was however the most popular in both of the clusters for both parents. Also many 
Self-Enhancers and particularly Self-Transcenders used the “other” category, which can 
include various professions. For instance one respondent who used this category mentioned 
her parents to be a homemaker and a farmer. 
 
The education of parents was compared. For the Mann-Whitney U test both items of “don’t 
know/not applicable to me” and “other” were coded to be missing values because of the 
prerequisite of ordinal scale. Based on the results, neither the education of mother (Mann-
Whitney U=19595, n1=203, n2=212, p=.082) nor father (Mann-Whitney U=20005, 
n1=194, n2=208, p=.872) cannot be stated to effect on respondents’ belonging to the clusters. 
As Engel et al. stated already in 1986, the influence of family may be decreasing because of 
the changing nature of family structures and the trends involved. These include factors such 
as increasing divorce rates and both parents working away from home much of the time. 
(Engel et al. 1986, 376–377.) However, more future research will be needed to focus 
particularly on the impact of family, and also other sources, on the individual’s sustainable 
values. Also the parents’ values could be compared to those of the sample to explore more 
closely possible similarities and relationships. 
 
The future intentions of respondents to work or have business travels abroad were studied. In 
the case of having business travels abroad, statistically highly significant differences between 
the clusters were found; t(471)=4.53, p=.000 (result was supported by Mann-Whitney U test, 
p=.000). At a 5-point scale from strongly disagree (1) to strongly agree (5) Self-Enhancers 
(n=223) were more eager to have a job that includes business travels abroad than Self-
Transcenders (n=250) (mean 3.54 cf. 3.08). For willingness to work abroad in the future no 
significant difference were found; t(469)=1.55, p=.123 (result was supported by Mann-
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Whitney U test, p=.124). Nevertheless, Self-Enhancers (n=222) had also here a slightly higher 
mean than Self-Transcenders (n=249) (3.37 cf. 3.20). 
 
The plans for own professional status in the future are listed in Table 9. For the chi-square test 
any items were not removed because the uncertainty concerning own professional status in 
the future can also give some information about students’ intentions. The intended 
professional status after five years from graduation did differ significantly between the 
clusters (χ2=19.63, df=6, p=.003). It can be suggested that Self-Enhancers are more interested 
to work in a management level, such as in the position of manager or executive, than Self-
Transcenders. In contrast, Self-Transcenders were more eager to work in the positions of 
teacher/researcher or employee/expert. From Self-Transcenders a larger portion of 
respondents were unsure about their future profession than from Self-Enhancers (13.6 % cf. 
7.7 %). Some of these differences can be seen as a quite natural result from the values that 
these respondents emphasize. Especially Self-Enhancers, who consider the values of wealth, 
authority and social power to be important, are also more eager to work in a management 
level in the future. 
 
Table 9. Own intention for professional status in the future. 
 Self-Enhancers Self-Transcenders Total 
Most likely your professional 
status after 5 years from your 
graduation (n=472) 
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6.4  Sustainability at home and during a travel 
 
The environmental stances of clusters were compared using the NEP scale (Table 10). In the 
analyses of the NEP scale it has to be remembered that agreement with the eight odd-
numbered items indicates pro-ecological view and on the seven even-numbered items a pro-
ecological worldview is indicated by disagreement (Dunlap et al. 2000, 432). As from the 
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means of each statement can be seen, Self-Transcenders agreed more on each of the 
statements concerning pro-ecological view. Supporting these results, Self-Transcenders had 
also lower means on each of the even-numbered statements which also indicates the more 
pro-ecological worldview. With the independent samples t-tests the differences between the 
clusters were statistically significant in all of the items except in the statements number 6 and 
9 with the significance level of 5 %. Mann-Whitney U tests supported these results with the 
exception of the statement number 9, where significant difference was also found (p=.023). 
 
Table 10. Environmental attitudes. 
Statements concerning the 






Self-Enhancers Self-Transcenders Total 
Mean N S. D. Mean N S. D. Mean N S. D. 
1. We are approaching the limit of 




 3.80 224 .937 4.14 249 .926 3.98 473 .946 
2. Humans have the right to modify 




 2.94 224 .945 2.65 248 .906 2.78 472 .935 
3. When humans interfere with 




 3.61 224 .887 3.94 250 .802 3.78 474 .859 
4. Human ingenuity will ensure that 




 3.17 222 .865 2.85 250 .982 3.00 472 .942 




 4.10 224 .820 4.48 250 .666 4.30 474 .766 
6. The earth has plenty of natural 




 3.97 223 .694 3.86 248 .800 3.91 471 .753 
7. Plants and animals have as 
much right as humans to exist 
.000
 c
 3.88 224 1.024 4.33 249 .900 4.12 473 .986 
8. The balance of nature is strong 
enough to cope with the impacts of 
modern industrial nations 
.000
 c
 2.07 223 .741 1.72 249 .794 1.88 472 .788 
9. Despite our special abilities 
humans are still subject to the laws 
of nature 
.097 4.06 224 .722 4.18 249 .828 4.12 473 .781 
10. The so-called ‘ecological crisis’ 




 2.33 224 .814 2.04 248 .881 2.18 472 .862 
11. The earth is like a spaceship 




 4.23 224 .750 4.38 248 .770 4.31 472 .764 
12. Humans were meant to rule 
over the rest of nature 
.001
 c
 2.34 223 .990 2.04 249 1.037 2.18 472 1.025 
13. The balance of nature is very 
fragile and easily upset 
.003
 c
 3.53 223 .962 3.79 248 .923 3.67 471 .950 
14. Humans will eventually learn 
enough about how nature works to 
be able to control it 
.001
 c
 2.67 223 .913 2.39 249 .958 2.53 472 .946 
15. If things continue on their 
present course, we will soon 




 3.61 223 .882 4.02 249 .929 3.83 472 .929 
a 
Measured with a 5-point scale from strongly disagree (1) to strongly agree (5) 
b
 Statistically significant differences based on independent samples t-tests 
c
 Result is supported by Mann-Whitney U test with the significance level of 5 % 
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In the study of Kim, Borges & Chon (2006) the mean scores for all odd-numbered items were 
above 3.0 indicating the respondents to have pro-environmental values. However, also the 
mean scores of three even-numbered items (4, 6, 14) were above 3.0. The authors suggested 
that this might be result of either that respondents are quite ambivalent in their environmental 
belief and have some level of anthropocentrism or that the wording of these items is not 
shaped to represent necessarily anti-environmental orientation but rather quite future-oriented 
and optimistic evaluations of human endeavor concerning the nature. (Kim et al. 2006, 961, 
963.) The results of this study are quite similar to those presented in the study of Kim et al. 
Also here all the odd-numbered items had mean averages above 3.0 in both clusters, but also 
the even-numbered statements 4 and especially item 6 had high means in the sample. 
 
Lifestyles concerning sustainable behavior were asked. Concerning the practice of sustainable 
lifestyles at home, Self-Transcenders had a higher mean in all of the activities (Table 11). 
With the independent samples t-tests the differences between the clusters were statistically 
significant in all of the items except in the item number 4. The most common practice was 
recycling and least likely the respondents bought organic or Fairtrade products in both of the 
clusters. This may be because of the students’ low incomes which can limit the possibilities to 
buy these often more expensive products. On the other hand, recycling does not require a lot 
of effort and in Finland the terms of reference for this activity are quite well organized. As 
one respondent wrote, because of currently living abroad recycling was not possible in any 
form, but when living in Finland she recycled everything conceivable.  
 
Table 11. Sustainable lifestyles. 






Self-Enhancers Self-Transcenders Total 
Mean N S. D. Mean N S. D. Mean N S. D. 
Recycle (e.g. newspapers, glass, cardboard) .029 
c
 4.36 224 .786 4.52 250 .782 4.45 474 .787 
Compost green kitchen waste .000 
c
 3.27 224 1.622 3.83 247 1.508 3.56 471 1.586 
Keep the temperature in rooms below 21 
degree Celsius in the winter 
.000 
c
 3.07 221 1.266 3.48 248 1.177 3.29 469 1.236 




 4.23 224 .744 4.30 250 .700 4.26 474 .721 
Use public transport instead of the car .003
 c
 3.21 224 1.182 3.52 249 1.067 3.38 473 1.132 
Walk/cycle instead of using the car .004
 c
 3.82 223 .904 4.05 248 .852 3.94 471 .884 
Take bags from home when going shopping .000 
c
 3.72 224 1.247 4.09 250 .996 3.92 474 1.135 
Buy organic products .000 
c
 2.47 224 .970 2.79 250 .917 2.64 474 .955 
Buy Fairtrade products .000
 c
 2.37 224 .869 2.76 250 .882 2.58 474 .896 
a 
At a 5-point scale from never (1) to always (5) 
b
 Statistically significant differences based on independent samples t-tests 
c
 Result is supported by Mann-Whitney U test with the significance level of 5 % 
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Next the aim was to compare and find possible differences between the value groups and the 
importance that they give to sustainable attributes related to travel process. This can be seen 
to reflect the intentions that respondents have concerning sustainable purchasing decisions in 
tourism. It could be assumed, that sustainable values would lead to sustainable purchasing 
decisions in a travel process as well. The mean importance of each attribute is listed in Table 
12. To all of the items Self-Transcenders gave a higher importance than Self-Enhancers. 
Based on the results of t-tests the differences between the clusters were statistically significant 
in all of the items with the significance level of 5 %. Mann-Whitney U tests supported these 
results with the exception of item number 4, where significant difference was not found 
(p=.066). In both groups the highest importance was given to local-produced products and 
local services. In contrast, the least important factor for both clusters was that the hotel should 
be certified as a green hotel. Among Self-Transcenders all attributes had a mean over 3.0. 
This indicates that the sustainable attributes related to travel process are seen important which 
can be seen to reflect their positive intentions towards sustainable purchasing decisions in 
tourism. In Self-Enhancers’ group three attributes had a mean under 3.0 and in all attributes 
this cluster did rate the importance to be lower than Self-Transcenders did. 
 
Table 12. Importance of sustainable attributes related to travel process. 
How important are the following 





 Self-Enhancers Self-Transcenders Total 
Mean N S. D. Mean N S. D. Mean N S. D. 




 2.92 223 .871 3.44 250 .839 3.19 473 .892 
An unspoilt nature and natural 
landscapes of the holiday-resort 
.001
 c
 3.27 222 .957 3.55 250 .836 3.42 472 .904 
In the destination, there is little traffic in 
the village / town 
.000
 c
 2.83 223 .886 3.13 249 .833 2.99 472 .870 
Your holiday benefits the people of the 
destination (for example, through jobs 
and business opportunities) 
.036 3.39 223 .923 3.56 249 .802 3.48 472 .864 
Hotel is certified as a green hotel .000
 c
 2.60 222 .921 3.01 250 .812 2.82 472 .887 
Hotel employs local people .000
 c
 3.35 223 1.002 3.78 249 .873 3.58 472 .959 
The staff of a hotel is well-paid .000
 c
 3.05 223 .879 3.35 248 .845 3.21 471 .873 
Souvenirs are made from materials 
which do not harm the environment 
.000
 c
 3.19 223 1.041 3.80 249 .936 3.51 472 1.032 




 3.83 223 .893 4.20 250 .754 4.03 473 .841 
Local services (e.g. restaurants, guides) .001
 c
 4.01 223 .765 4.25 249 .763 4.14 472 .773 
a 
At a 5-point scale from not important at all (1) to very important (5) 
b
 Statistically significant differences based on independent samples t-tests 
c
 Result is supported by Mann-Whitney U test with the significance level of 5 % 
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Naturally the importance of the factors presented may depend on the varied situations, 
destinations and purposes of travel, as commented also by some of the respondents. For 
example the amount of traffic can be experienced differently in the context of a city or a 
beach holiday. The importance also depends on whether the person even uses the listed 
services or not. As one respondent mentioned, she does not stay at hotels during leisure 
travels abroad, but instead favors couch surfing or staying at acquaintances. 
 
One respondent wrote that the choices concerning for example fair and ecological goods 
during a travel do not always match with everyday life. She continued that a travel is 
normally a holiday and some elasticity from own principles can occur, such as from the use of 
vegetable food and sorting of garbage, according to the availability of services in the 
destination. Also travelling companions may affect on the decisions while travelling. To the 
factors impacting for example on the choice of eco-certified hotel the respondent mentioned, 
in addition to the travelling companions, the location of the hotel and most of all the quality of 
certification. This includes whether a person believes the certification to be greenwash or not. 
 
6.5  Awareness concerning sustainable issues 
 
The awareness concerning tourism ecolabels was asked. In total of the respondents (n=505) 
36.6 % agreed that they have heard of at least one tourism ecolabel. Unsure were 29.1 % of 
the respondents and 34.3 % said that they have not ever heard of them. However, the use of 
these labels was not enquired and the respondents were not asked to name any labels at issue 
which could have changed the results. On the other hand, also in the study of Fairweather et 
al. (2005) just a minority of 33 % indicated to have some experience of tourism ecolabels 
(Fairweather et al. 2005, 90–91). The study presented by Kangas (2007) suggested that 
ecolabels and more specifically regional and tourism ecolabels were quite unfamiliar. Only 8–
10 percent of Finnish anthropocentric and biocentric traveler groups knew ecolabels related to 
tourism. As the author suggested, tourism operators could tell about these labels more 
specifically. Next to the logo could be a short explanation of what exactly the mark means. 
(Kangas 2007, 48–49.) 
 
The awareness of tourism ecolabels was also compared between Self-Enhancers (n=223) and 
Self-Transcenders (n=248). Self-Transcenders had more likely heard of tourism ecolabels 
than Self-Enhancers (37.9 % cf. 34.1 %). At the same time, 35.9 % of Self-Enhancers had not 
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ever heard of these labels while among Self-Transcenders this section included only 32.7 % 
of the group. The respondents with unsure opinion were quite evenly distributed within Self-
Enhancers and Self-Transcenders (30.0 % cf. 29.4 %). As a result of chi-square test, these 
differences cannot be stated to be statistically significant (χ2=.85, df=2, p=.656). 
 
The familiarity of the whole sample (n=508) concerning the concept of sustainable tourism 
can be seen in Figure 4. While most of the respondents agreed or strongly agreed that they 
know this concept (in total 63.2 %), there still exist many people that are not familiar with the 
concept of sustainable tourism. However, these results indicated a better awareness than in the 
study of Dodds et al. (2010) where less than 50 % of the respondents from either respondent 
group of two different destinations were somewhat to very familiar with the concept of 
sustainable tourism (Dodds et al. 2010, 214). When comparing the clusters, 25.0 % of Self-
Enhancers disagreed or strongly disagreed that they would be familiar with this concept while 
20.4 % of Self-Transcenders had similar thoughts on a matter. Self-Enhancers also agreed or 
strongly agreed less with this statement than Self-Transcenders (60.3 % cf. 64.8 %). However, 
the differences between the clusters were not significant; t(472)=-1.61, p=.108 (result was 
supported by Mann-Whitney U test, p=.082). 
 
  
Figure 4. Familiarity concerning the concept of sustainable tourism. 
 
It must be noticed that while the respondents may not know the concept of sustainable 
tourism specifically, other concepts related to it can be more familiar, such as responsible 
tourism et cetera. All in all, the most important thing is that at least the principles of travelling 
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in sustainable manner are familiar to travelers. This is why the awareness concerning the 
environmental and social consequences of own travelling behavior was asked. Here even 
higher majority composing 74.6 % of the whole sample (n=504) agreed or strongly agreed 
that they know the consequences of their travelling behavior (see Figure 5). The awareness 
differed also significantly between the clusters; t(470)=-2.78, p=.006 (result was supported by 
Mann-Whitney U test, p=.005). From Self-Enhancers 11.2 % disagreed or strongly disagreed 
with the statement which was a higher portion of respondents than the 7.2 % among Self-
Transcenders. Logically Self-Enhancers also agreed or strongly agreed less with the statement 
than Self-Transcenders (70.9 % cf. 77.9 %). While these differences were found, it should be 
taken into consideration that the majority in both of the clusters saw that they are aware of the 
consequences of their own travelling behavior. This indicates that while the concept of 
sustainable tourism is familiar to most of the respondents, even greater majority of the sample 




Figure 5. Awareness concerning the consequences of own travelling behavior. 
 
6.6  Readiness to inputs 
 
The respondents were asked to indicate their agreement with the statement concerning the 
readiness to use more time to search for a more responsible travel alternatives. At a 5-point 
scale from strongly disagree (1) to strongly agree (5) Self-Transcenders (n=248) had a lot 
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higher mean than 223 respondents from the cluster of Self-Enhancers (3.73 cf. 3.04). From 
Self-Enhancers 34.9 % did not agree with this statement while in Self-Transcenders’ cluster 
the amount was only 8.5 % of the respondents. Majority of Self-Transcenders (63.7 %) agreed 
or strongly agreed that they would be ready to sacrifice more time for searching responsible 
travel alternatives, while 36.7 % of Self-Enhancers was in agreement with this statement. 
These differences are also statistically highly significant; t(432.78)=-7.72, p=.000 (result was 
supported by Mann-Whitney U test, p=.000). Overall the mean of the whole sample (n=505) 
was 3.41 which indicates the positive attitude and intention towards sacrificing time to search 
responsible travel alternatives. However, as stated earlier in the theory part of this study, 
intentions do not necessarily transform into concrete actions. On the other hand, Self-
Transcenders who expressed concern over others’ welfare, indicated to be more ready for the 
sacrifice of time use as well. 
 
The readiness as a tourist to pay more for local services than local people do had a bit lower 
means. Self-Transcenders (n=248) had still a higher average than Self-Enhancers (n=224) 
(3.38 cf. 3.09). Here 47.6 % of Self-Transcenders agreed or strongly agreed that they would 
be ready to this sacrifice while 40.2 % of Self-Enhancers shared this opinion. Self-Enhancers 
disagreed or strongly disagreed more with this statement than Self-Transcenders (34.4 % cf. 
20.1 %). These differences were also significant; t(470)=-3.05, p=.002 (result was supported 
by Mann-Whitney U test, p=.004). The total mean of the whole sample (n=506) was 3.25. The 
results could have been different if the reasons to pay more than locals were explained. This 
statement was also quite broad and may have been understood differently based on the 
reasons and extent of this activity. An interesting detail is that the mean among Self-
Enhancers was a bit higher concerning the intentions of paying more than using more time. 
One explanation may be that the payment is seen as an easier and more painless way to 
implement benevolent behavior than using extra time. As stated however, this payment can be 
seen as a broad factor which might vary based on its extent, motives and amount as well. 
 
The last question concerning the readiness to inputs asked the amount that the respondent 
would be ready to pay more for local services, for example through donations or prices of 
services, to fund the environmental and social protection in the destination. This amount was 
asked in euro/day. In general the amount ranged from 0 to 100 euro and the mean of the 
whole sample (n=427) was 11.02 euro. From these respondents 11.2 % was not ready to pay 
any extra while majority (64.2 %) was ready to pay 1–10 euro. When comparing the clusters, 
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Self-Enhancers’ (n=193) mean was 10.54 euro and Self-Transcenders’ (n=205) was 11.45 
euro. From Self-Enhancers 14.5 % was not ready to pay any extra and 42.0 % was ready to 
pay only small amount ranging from 1 to 5 euro (cf. to Self-Transcenders’ 8.3 % and 36.6 %). 
From Self-Transcenders 32.2 % was ready to pay 6–15 euro extra which was a higher amount 
of respondents than 22.3 % of Self-Enhancers. The readiness to pay bigger amounts ranging 
from 16 to 100 euro was quite evenly distributed between Self-Enhancers and Self-
Transcenders (21.2 % cf. 22.9 %). 
 
While Self-Transcenders were slightly more ready to pay higher amounts than Self-
Enhancers, there was not enough evidence to state that these differences would be statistically 
significant; t(396)=-0.66, p=.513 (result was not supported by Mann-Whitney U test, p=.025). 
Many respondents left this part empty, which could indicate that either the amount was zero 
or that they did not want to answer or did not know an answer to this point. As few persons 
commented, factors such as the local price level and own income level affect on the amount as 
well. One respondent wrote that as a student she would not be ready to pay extra during 






This last chapter gathers up the findings of this study. Also the validity and reliability of the 
results are critically evaluated. Finally, the possible impacts and utility of the results and 
themes for future researches are proposed. 
 
7.1  Summary 
 
At the beginning of the data analyses, a cluster analysis was used based on the answers of 474 
respondents. As a result the two cluster solution was chosen. The group, that valued the 
welfare of others more, was named as Self-Transcenders and those emphasizing the values of 
self-enhancement were called Self-Enhancers due to the consistency with Schwart’s value 
dimensions. Differences between the value groups and the importance that they gave to 
sustainable attributes related to travel process were compared. Self-Transcenders valued more 
all of the items by giving a higher importance than Self-Enhancers. This can be seen to reflect 
the intentions that the respondents have concerning sustainable purchasing decisions in 
tourism. It can be suggested, that sustainable values increase the appreciation of sustainable 
attributes and in this way guides the intentions towards more sustainable purchasing decisions 
in a travel process. In this way the relation between sustainable values and purchasing 
decisions during a travel can be found. If sustainable values are emphasized, they are reflected 
in intentions to make sustainable purchasing decisions at issue. On the contrary, if the welfare 
of oneself is underlined and sustainability is not so much valued, it is not that important 
element in one’s lifestyles in general or in the factors of tourism context either. 
 
The profile of Self-Enhancers and Self-Transcenders were compared based on characteristics 
such as gender, age and orientation of studies. While earlier studies have suggested that 
women show more environmental concern (e.g. Jones & Dunlap 1992) or behave more pro-
environmentally than men (e.g. Dolnicar & Leisch 2008), this study also indicate that women 
belonged more likely to the cluster of Self-Transcenders. The study of Ewert & Baker (2001, 
700) indicated that older and female students had more pro-environmental attitudes than their 
younger male counterparts. The whole sample of this current study presented a fairly young 
age group. The mean age of Self-Transcenders was a bit higher than the one of Self-
Enhancers but no significant differences were found.  
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The study of Knotts, Lopez & Mesak (2000) suggested that the academic major influences on 
the ethical judgments of college students. There business students were less tolerant of 
unethical business practices than non-business students. The suggestion was made that this 
could be because of the increased emphasis given to ethics education by business schools. 
(Knotts et al. 2000, 158, 162.) Ewert & Baker (2001) studied the differences between 
academic major and environmental attitudes and beliefs. As a result students majoring in 
different academic disciplines placed different levels of concerns and expressed various 
beliefs in relation to the environment. The students majoring in business administration and 
forestry generally reported lower levels of pro-environmental scores and higher levels of 
anthropocentric values, while students from resource recreation and tourism, biology, and 
environmental studies generally reported the most pro-environment responses. One possible 
explanation was that students absorb differing information about how natural resources 
should be viewed from a disciplinary perspective. The authors suggested that education and 
academic major may guide the development of a person’s set of environmental beliefs and 
attitudes. On the other hand, personal beliefs may direct students’ interest towards different 
fields. (Ewert & Baker 2001, 687, 695, 697, 700–702.) 
 
In this study the orientation of studies was an affecting factor. Students from the department 
of business were more likely to belong to the Self-Enhancers as in contrast from school of 
humanities and department of geographical and historical studies the majority of students 
belonged to Self-Transcenders. Concerning the business students these results were partly 
supported by those of Ewert & Baker (2001) mentioned above. Business students may more 
likely aspire to end up working in management level which often includes for instance the 
want of social power, wealth and authority which all are the values of self-enhancement. As a 
conclusion, it seems that the orientation of studies might be one of the individual 
characteristics which may give hints about one’s sustainable values and lifestyles. Naturally 
more research will be needed to make this kind of generalization. As Knotts et al. (2000) 
brought out, the increased ethics education may have influenced positively on the business 
students’ ethical judgments. Perhaps the environmental and more socially sustainable 
education could also shift the values and stances of business students towards the more 
sustainable ones where the welfare of others is seen as a guiding principle in one’s life. 
 
The group of Self-Transcenders had more pro-ecological worldviews and practiced 
sustainable lifestyles at home more often compared to Self-Enhancers. These results are partly 
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supported by the statement that the value types in self-transcendence dimension are positively 
related with environmentally friendly attitudes and behavior as in the contrast the self-
enhancement dimension seems to have a negative relationship with them (Hedlund 2011, 279; 
Hansla et al. 2008a, 2). The findings of Puohiniemi (2002) were based on a Finnish sample 
and suggested that people with power and achievement values were practicing less pro-
environmental behavior than those who had universalism and benevolence values, while also 
demonstrating the effect of the rest Schwartz’s value types (Puohiniemi 2002, 11, 218). In 
addition to environmental issues, these suggestions can now also be related to the social 
aspects of sustainability. 
 
The results of Pereira et al. (2012) indicated that respondents who saw sustainability in daily 
purchases important, tended to give high importance to sustainable tourism products as well. 
In this study the group of Self-Transcenders who practiced sustainable lifestyles more often at 
home did also give a higher importance to sustainable attributes during a holiday. This 
suggestion is partly supported by the study of Thøgersen (2004) which indicated that 
important factor to shape environmental behavioral patterns is the desire of people to behave 
consistently and to have consistent beliefs about themselves. 
 
Additionally some suggestions can be given for the existence of the relationship between 
sustainable values and the awareness concerning the social and environmental consequences 
of own travelling behavior. Self-Transcenders agreed significantly more that they know these 
consequences than Self-Enhancers. In a conclusion, it can be suggested that respondents who 
emphasized the values and principles of sustainability are also more aware of the factors 
effecting on it in a tourism context. However, it should be taken into consideration that the 
majority in both of the clusters indicated that these consequences are familiar to them. This is 
in line with the sentence mentioned already in the preface that based on researches people’s 
environmental awareness has seen to be increased over the last few decades (Lück 2003, 235). 
The most important thing here is that the travelers and consumers in general care for these 
consequences and act accordingly. 
 
There were some significant differences between the clusters concerning the readiness to 
inputs for implementing sustainability in a tourism context. Self-Transcenders were both more 
ready to use extra time to search for more responsible travel alternatives and to pay more for 
local services than local people do than Self-Enhancers were. The differential charging 
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methods for foreign and domestic visitors has been suggested as a technique for visitor 
management and to ensure fair prices for tourism products in the destination (Mowforth & 
Munt 2003, 119). However, among Self-Transcenders there was a lower eagerness towards 
the payment than using the extra time. In the meanwhile, among Self-Enhancers the readiness 
was a bit higher concerning the intentions of paying more than using more time. One 
explanation may be that the payment is seen as an easier and more painless way to implement 
benevolent behavior than using more time. However, as stated earlier, this payment can be 
seen as a broad factor which respondents may comprehend differently based on its extent, 
motives and amount as well. 
 
The amount that the respondent would be ready to pay more for local services, for example 
through donations or prices of services, to fund the environmental and social protection in the 
destination was asked. This amount was asked in euro/day. In general the amount ranged from 
0 to 100 euro and the mean of the whole sample (n=427) was 11.02 euro. From these 
respondents 11.2 % was not ready to pay any extra while majority (64.2 %) was ready to pay 
1–10 euro. The study of Dodds et al. (2010) studied the willingness of tourists to pay 
additional tax for environmental and social protection in the destination. The majority of the 
respondents were stating the willingness to pay. When comparing to the results of this current 
study, also there the maximum amount that visitors were willing to pay was mostly ranging 
from 1 to 10 USD encompassing at least 73 % of answers in both studied groups from two 
destinations. (Dodds et al. 2010, 209, 215.)  
 
While Self-Transcenders were slightly more ready to pay higher amounts than Self-
Enhancers, there was not enough evidence to state that these differences would be statistically 
significant. Many respondents left this part empty, which could indicate that either the amount 
was zero or that they did not want to answer or did not know an answer to this point. As few 
persons commented, factors such as the local price level and own income level affect on the 
amount as well. As a conclusion based on the results of Dodds et al. (2010) and this study at 
issue, even if the stated readiness to pay extra for sustainable protection of the destination can 
be high, the concrete amount of money can be fairly modest. On the other hand, if this 
readiness could be transformed into general actions in a tourism context, it could have major 
impacts on the sustainable development and welfare of destinations. 
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As a conclusion, the comparisons of the two clusters suggest that people can be classified 
based on their sustainable values and significant differences between these groups can be 
found. Concerning the future career plans, Self-Enhancers were more willing to have a job 
that includes business travels abroad than Self-Transcenders. Additionally, the intended 
professional status after five years from graduation did differ significantly between the 
clusters. It can be suggested that Self-Enhancers are more interested to work in a management 
level, such as in the position of manager or executive, than Self-Transcenders. Those 
respondents who will have international business travels in their future jobs or even end up to 
come decision-makers in companies might also have an impact on company’s travelling 
policies. If Self-Enhancers will be more likely in command in business life and travel more 
abroad, this may lead to the consequence that these people will not emphasize the importance 
of the attributes related to sustainability as much as Self-Transcenders would. 
 
7.2  Validity and reliability 
 
When estimating the reliability of the study it is evaluated how the research results would be 
the same after repeating it later or with a different sample of subjects. Because in the social 
sciences, and also in this study, the focus is on human beings with their different and 
changing social situations and social and physical environment, tourism researcher must make 
with caution his general statements on the basis of empirical research. Measurement can be 
used to ensure a degree of generalization but it should be noticed that these results relate only 
to the subjects involved at the specific time and place. (Vail 2011, 46–47.) 
 
Validity is the degree to which the information and results of the study truly illustrates the 
phenomena that the researcher claims it does. Concerning the validity and reliability of 
quantitative study, tourism research has many difficulties when evaluating these factors. 
Empirical study is often focused on studying people’s behavior and their attitudes, which 
come with their own specific challenges. (Vail 2011, 46.) Chung & Monroe (2003) examined 
also the subject of social desirability bias which means that people have a tendency to 
underestimate the likelihood of undesirable action that they would perform. Similarly the 
likelihood of desirable action is often overestimated. (Chung & Monroe 2003, 291.) Because 
of these socially desirable responses (Dickinson & Dickinson 2006, 197), the self-reported 
data, especially in the field of ethics, may lead to interpretations and research findings that are 
influenced by this factor (Chung & Monroe 2003, 291). 
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As is the case with all research, also this study contained certain limitations. The results of 
this study should be critically approached because of the subject of sustainability. Here people 
might see the pro-environmental and pro-social manners as desirable behavior that they would 
like to implement. However, one method to reduce the impact of this kind of bias is to 
guarantee the confidentiality in the study and to request the respondents to answer with 
anonymity (Chung & Monroe 2003, 298–299), which were done in this study. Also by the 
obfuscation of the real focus of the study it may be more difficult for respondents to identify 
what the socially desirable answer is. This may improve the validity of measurement. (Miller 
2003, 23.) In the questionnaire of this research the topic was introduced as lifestyles and 
travelling preferences. The specific focus on sustainable values and behavior were mentioned 
neither in the covering letter nor in the title of the questionnaire so that the respondents would 
not start to consider what would be the socially correct answer. A questionnaire concerning 
sustainability might have been sound a bit unfamiliar and difficult topic to answer as well. 
 
In this study a student sample was used. This gave a great opportunity to enhance knowledge 
of potential tourists, while students can be seen as a quite young age group and an influential 
consumer segment in the future. However, the use of student samples is criticized by some 
academics. Wells (1993) suggested that findings from the studies based on these samples do 
not need to be rejected immediately but they should always be handled cautiously (Wells 
1993, 492). It is acknowledged that because of the student sample used in this study, an 
excessive generalization should be avoided. For example a more general sample including 
various kinds of people, based on characteristics like phase of life, age, social class and 
income, might have given differing results. While the sample was quite big and the results 
show a direction of attitudes, values and behavior concerning sustainability, it should be 
noticed that the interpretations of the data are only indicative and should not be taken as 
absolute facts. 
 
In the last part of the questionnaire the respondents were able to give feedback about the 
survey or share their thoughts about the topic. Few critical comments about the formation of 
questions were given, such as that the questions were experienced as leading, ambiguous, 
difficult to understand or heavy to answer. Some respondents indicated that the answers could 
depend on what is the purpose of the travel and how often one travels and where. Also few 
hoped that there could have been more open-ended questions or more answering options. On 
the other hand, some respondents said that the questionnaire was interesting, explicit, 
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consistent and easy and quick to answer. Several respondents said that the topic was 
interesting, current and important. Some indicated that they have really been concerned about 
and pondered these issues. 
 
While the formation of questions was partly criticized, as stated in chapter 5.2, the questions 
were gathered from previous theories and researches. Also the advices from instructors and 
other students were utilized. However, it is recognized that the questionnaire included many 
questions and the length may have felt too long to some of the respondents. While it was tried 
to include only the most relevant questions, a shorter and simpler questionnaire might have 
given a better response rate and would have been more user-friendly. As covered also in the 
chapter 5.2, Ticehurst & Veal (2000) stated that in open-ended questions answers are not 
influenced by the questionnaire and they might give more information. On the other hand, 
these kinds of questions may not necessarily offer any more value than a well-constructed list 
created in advance, and the response rates are often quite low while the full-length answers 
require more effort. (Ticehurst & Veal 2000, 145–146.) In this study the pre-coded questions 
were mainly used while noticing the pros and cons of this decision. 
 
7.3  Impacts of the results and future research 
 
Some managerial and theoretical impacts of the findings presented in this study are proposed. 
The results of this study can be utilized in planning advertising and marketing strategies by 
managers operating in tourism context. The student sample represented a group of individuals 
that are the potential future tourists in both business and leisure travels and therefore an 
essential segment for tourism industry to take into consideration. From theoretical perspective 
the results gave important information about sustainable values and their relation to travel 
process and consumer behavior in general as well. This study has tried to cover both social 
and environmental values and attitudes of individuals in the context of sustainable 
development while earlier studies are mainly focused on the ecological sustainability only. 
 
Among student sample a longitudinal study could give knowledge about whether the opinions 
concerning the importance of sustainability change over time. Some future researches could 
also be based on different sample than students which might give interesting data of the 
possible differences and similarities. For instance a study could be implemented where people 
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in working life would be compared to the student sample of this study. Also the opinions and 
the comparison of differences between leisure and business tourists should be studied. 
 
In the future research this study will have a comparative analysis with the data collected 
among Russian students. Martin & Schouten (2012, 67) claim that cultural nonmaterial 
aspects include mental constructs, like knowledge, values and beliefs. Because values and 
attitudes are formed through experience, living in different cultures should make them 
different (Maio et al. 2003, 294). Traditionally Germans, the Dutch and Scandinavians have 
higher environmental values and behave more pro-environmentally in their daily routines, for 
example by recycling (Lück 2003, 235). Sustainable consumption will be truly achieved only 





Albanese, P. & Boedeker, M. 2002. Matkailumarkkinointi. Helsinki: Edita. 
 
Bajs, I. P. 2011. Attributes of tourist destination as determinants of tourist perceived value. 
International Journal of Management Cases. Vol. 13. No. 3, 547–554. 
 
Banerjee, B., & McKeage, K. 1994. How Green is My Value: Exploring the Relationship 
Between Environmentalism and Materialism. Advances in Consumer Research. Vol. 21. No. 
1, 147–152. 
 
Barr, S., Shaw, G., Coles, T. & Prillwitz, J. 2010. ‘A holiday is a holiday’: practicing 
sustainability, home and away. Journal of Transport Geography. Vol. 18. No. 3, 474–481. 
 
Belz, F-M. & Peattie, K. 2010. Sustainability Marketing: A Global Perspective. Chichester: 
Wiley. 
 
Blamey, R. K. & Braithwaite, V. A. 1997. A social values segmentation of the potential 
ecotourism market. Journal of Sustainable Tourism. Vol. 5. No.1, 29–45. 
 
Budeanu, A. 2007. Sustainable tourist behaviour – a discussion of opportunities for change. 
International Journal of Consumer Studies. Vol. 31, No. 5, 499–508. 
 
Butler, R. W. 1993. Tourism – An Evolutionary Perspective. In: Nelson, J. G., Butler, R. & 
Wall, G. (Eds.), Tourism and Sustainable Development: Monitoring, Planning, Managing. 
Waterloo: University of Waterloo, 27–43. 
 
Böhler, S., Grischkat, S., Haustein, S. & Hunecke, M. 2006. Encouraging environmentally 
sustainable holiday travel. Transportation Research Part A: Policy and practice. Vol. 40. No. 
8, 652–670. 
 
Carlisle, S. 2011. Access and Marginalization in a Beach Enclave Resort. In: Cole, S. & 
Morgan, N. (Eds.), Tourism and Inequality: Problems and Prospects. Wallingford: CABI, 67–
84. 
 
Chen, A. & Peng, N. 2012. Green hotel knowledge and tourists´ staying behavior. Annals of 
Tourism Research. Vol. 39. No. 4, 2211–2216. 
 
Choi, G., Parsa, H. G., Sigala, M. & Putrevu, S. 2009. Consumers’ Environmental Concerns 
and Behaviors in the Lodging Industry: A Comparison between Greece and the United States. 
Journal of Quality Assurance In Hospitality & Tourism. Vol. 10. No. 2, 93–112. 
 
Chung, J. & Monroe, G. S. 2003. Exploring Social Desirability Bias. Journal of Business 
Ethics. Vol. 44. 291–302. 
 
Cole, S. & Eriksson, J. 2011. Tourism and Human Rights. In: Cole, S. & Morgan, N. (Eds.), 
Tourism and Inequality: Problems and Prospects. Wallingford: CABI, 107–125. 
 
79 
Dickinson, J. E. & Dickinson, J. A. 2006. Local Transport and Social Representations: 
Challenging the Assumptions for Sustainable Tourism. Journal of Sustainable Tourism. Vol. 
14. No. 2, 192–208. 
 
Dodds, R., Graci, S. R. & Holmes, M. 2010. Does the tourist care? A comparison of tourists 
in Koh Phi Phi, Thailand and Gili Trawangan, Indonesia. Journal of Sustainable Tourism. 
Vol. 18. No. 2, 207–222. 
 
Dolnicar, S. & Leisch, F. 2008. Selective marketing for environmentally sustainable tourism. 
Tourism Management. Vol. 29. No. 4, 672–680. 
 
Dunlap, R. E., Van Liere, K. D., Mertig, A. G., & Jones, R. E. 2000. Measuring Endorsement 
of the New Ecological Paradigm: A Revised NEP scale. Journal of Social Issues. Vol. 56. No. 
3, 425–442. 
 
Engel, J. F., Blackwell, R. D. & Miniard, P. W. 1986. Consumer behavior. 5
th
 ed. Chicago: 
Dryden. 
 
Ewert, A. & Baker, D. 2001. Standing for Where You Sit: An Exploratory Analysis of the 
Relationship between Academic Major and Environment Beliefs. Environment and Behavior. 
Vol. 33. No. 5, 687–707. 
 
Fairweather, J. R., Maslin, C. & Simmons, D. G. 2005. Environmental Values and Response 
to Ecolabels Among International Visitors to New Zealand. Journal of Sustainable Tourism. 
Vol. 13. No. 1, 82–98. 
 
Frey, N. & George, R. 2010. Responsible Tourism and the Tourism Industry: A Demand and 
Supply Perspective. In: Spenceley, A. (Ed.) Responsible Tourism: Critical Issues for 
Conservation and Development. London: Earthscan, 107–128. 
 
Gilg, A., Barr, S. & Ford, N. 2005. Green consumption or sustainable lifestyles? Identifying 
the sustainable consumer. Futures. Vol. 37. No. 6, 481–504. 
 
Goodwin, H. & Francis, J. 2003. Ethical and responsible tourism: Consumer trends in the UK. 
Journal of Vacation Marketing, Vol. 9. No. 3, 271–284. 
 
Hair, J. F., Black, W. C., Babin, B. J. & Anderson, R. E. 2010. Multivariate Data Analysis: A 
Global Perspective. 7
th
 ed. Upper Saddle River: Prentice Hall. 
 
Hansla, A., Gamble, A., Juliusson, A. & Gärling, T. 2008a. The relationships between 
awareness of consequences, environmental concern, and value orientations. Journal of 
Environmental Psychology. Vol. 28. No. 1, 1–9. 
 
Hansla, A., Gamble, A., Juliusson, A. & Gärling, T. 2008b. Psychological determinants of 
attitude towards and willingness to pay for green electricity. Energy Policy. Vol. 36. No. 2, 
768–774. 
 
Hedlund, T. 2011. The impact of values, environmental concern, and willingness to accept 
economic sacrifices to protect the environment on tourists' intentions to buy ecologically 
sustainable tourism alternatives. Tourism and Hospitality Research. Vol. 11. No. 4, 278–288. 
80 
Heikkilä, T. 2002. Tilastollinen tutkimus. 4
th
 ed. Helsinki: Edita. 
 
Hitlin, S. & Piliavin, J. A. 2004. Values: Reviving a Dormant Concept. Annual Review of 
Sociology. Vol. 30, 359–393. 
 
Honkanen, P., Verplanken, B. & Olsen, S. O. 2006. Ethical values and motives driving 
organic food choice. Journal of Consumer Behavior. Vol. 5. No. 5, 420–430. 
 
Jamrozy, U. 2007. Marketing of tourism: a paradigm shift toward sustainability. International 
Journal of Culture, Tourism and Hospitality Research. Vol. 1. No. 2, 117–130. 
 
Jenkins, O. H. 1999. Understanding and Measuring Tourist Destination Images. International 
Journal of Tourism Research. Vol. 1. No. 1, 1–15. 
 
Jones, R. E. & Dunlap, R. E. 1992. The Social Bases of Environmental Concern: Have They 
Changed Over Time? Rural Sociology. Vol. 57. No. 1, 28–47. 
 
Kangas, H. 2007. Ympäristöasenteisiin perustuva matkailijoiden tyypittelymalli ja 
matkailijatyyppien yhteys laatutietoisuuteen – Kolin kansallispuiston 
ympäristömerkkitutkimuksen tuloksia. In: Tyrväinen, L. & Tuulentie, S. (Eds.), 
Luontomatkailu, metsät ja hyvinvointi. Metlan työraportteja 52. Helsinki: 
Metsäntutkimuslaitos, 45–50. 
 
Kasim, A. 2004. Socio-Environmentally Responsible Hotel Business: Do Tourists to Penang 
Island, Malaysia Care? Journal of Hospitality & Leisure Marketing. Vol. 11. No. 4, 5–28. 
 
Kim, H., Borges M. C. & Chon, J. H. 2006. Impacts of environmental values on tourism 
motivation: The case of FICA, Brazil. Tourism Management. Vol. 27. No. 5, 957–967. 
 
Knotts, T. L., Lopez, T. B. & Mesak, H. I. 2000. Ethical Judgments of College Students: An 
Empirical Analysis. Journal of Education for Business. Vol. 75. No. 3, 158–163. 
 
Lam, T. & Hsu, C.H.C. 2006. Predicting behavioral intention of choosing a travel destination. 
Tourism Management. Vol. 27, 589–599. 
 
Leiserowitz, A. A., Kates, R. W. & Parris, T. M. 2006. Sustainability values, attitudes, and 
behaviors: a review of multinational and global trends. Annual Review of Environment and 
Resources. Vol. 31, 413–444. 
 
Li, M. & Cai. L. A. 2012. The Effects of Personal Values on Travel Motivation and 
Behavioral Intention. Journal of Travel Research. Vol. 51. No. 4, 473–487. 
 
Lück, M. 2003. The ‘New Environmental Paradigm’: Is the scale of Dunlap and Van Liere 
applicable in a tourism context? Tourism Geographies. Vol. 5. No. 2, 228–240. 
 
Maio, G. R., Olson, J. M., Bernard, M. M. & Luke, M. A. 2003. Ideologies, Values, Attitudes, 




Mak, A. H. N., Lumbers, M. & Eves, A. 2012. Globalisation and food consumption in 
tourism. Annals of Tourism Research. Vol. 39. No. 1, 171–196. 
 
Marsh, J. 1993. An Index of Tourism Sustainability. In: Nelson, J. G., Butler, R. & Wall, G. 
(Eds.), Tourism and Sustainable Development: Monitoring, Planning, Managing. Waterloo: 
University of Waterloo, 257–258. 
 
Martin, D. & Schouten, J. 2012. Sustainable Marketing. New Jersey: Prentice Hall. 
 
McCool, S. F. & Moisey, R. N. 2008. Introduction: Pathways and Pitfalls in the Search for 
Sustainable Tourism. In: McCool, S. F. & Moisey, R. N. (Eds.), Tourism, Recreation and 
Sustainability: Linking Culture and the Environment. 2
nd
 ed. Wallingford: CABI Publishing, 
1–15. 
 
Metsämuuronen, J. 2008. Monimuuttujamenetelmien perusteet. 2
nd
 ed. Helsinki: International 
Methelp. 
 
Millar, M., Mayer, K. J. & Baloglu, S. 2012. Importance of Green Hotel Attributes to 
Business and Leisure Travelers. Journal of Hospitality Marketing & Management. Vol. 21. 
No. 4, 395–413. 
 
Miller, G. A. 2003. Consumerism in Sustainable Tourism: A Survey of UK Consumers. 
Journal of Sustainable Tourism. Vol. 11. No. 1, 17–39. 
 
Murphy, P. E. & Price, G. G. 2005. Tourism and sustainable development. In: Theobald, W. 
F. (Ed.), Global Tourism. 3rd ed. Burlington: Butterworth-Heinemann, 167–193. 
 
Nummenmaa, L. 2009. Käyttäytymistieteiden tilastolliset menetelmät. 2
nd
 ed. Helsinki: 
Tammi.  
 
Pereira, E. M. V., Mykletun, R. J. & Hippolyte, C. 2012. Sustainability, daily practices and 
vacation purchasing: are they related? Tourism Review. Vol. 67. No. 4, 40–54. 
 
Pesonen, J. & Komppula, R. 2010. Rural wellbeing tourism: Motivations and expectations. 
Journal of Hospitality and Tourism Management. Vol. 17. No. 1, 150–157. 
 
Phau, I., Shanka, T. & Dhayan N. 2010. Destination image and choice intention of university 
student travellers to Mauritius. International Journal of Contemporary Hospitality 
Management. Vol. 22. No. 5, 758–764. 
 
Puohiniemi, M. 2002. Arvot, asenteet ja ajankuva. Espoo: Limor. 
 
Saarinen, J. 2006. Traditions of sustainability in tourism studies. Annals of Tourism Research. 
Vol. 33. No. 4, 1121–1140. 
 
Schwartz, S. H. 1992. Universals in the content and structure of values: theoretical advances 
and empirical tests in 20 countries. In: Zanna, M. P. (Ed.), Advances in experimental social 
psychology. Vol 25. San Diego: Academic Press, 1–65. 
 
82 
Schwartz, S. H. 1994. Are There Universal Aspects in the Structure and Contents of Human 
Values? Journal of Social Issues. Vol. 50. No. 4, 19–45. 
 
Schwartz, S. H. & Rubel-Lifschitz, T. 2009. Cross-National Variation in the Size of Sex 
Differences in Values: Effects of Gender Equality. Journal of Personality and Social 
Psychology. Vol. 97. No. 1, 171–185. 
 
Seddighi, H. R. & Theocharous, A. L. 2002. A model of tourism destination choice: a 
theoretical and empirical analysis. Tourism Management. Vol. 23, 475–487. 
 
Sharpley, R. 2000. Tourism and Sustainable Development: Exploring the Theoretical Divide. 
Journal of Sustainable Tourism. Vol. 8. No. 1, 1–19. 
 
Shaw, D., Grehan, E., Shiu, E., Hassan, L. & Thomson, J. 2005. An exploration of values in 
ethical consumer decision making. Journal of Consumer Behavior. Vol. 4. No. 3, 185–200. 
 
Silvennoinen, H., Tahvanainen, L. & Tyrväinen, L. 1997. Matkailu, maaseutu & ympäristö - 
Matkailun nykytila ja tulevaisuuden näkymät. In: Borg, P. & Condit, S. (Eds.), Kestävä 
matkailu. Kestävän matkailun julkaisuja 1. Joensuu: Joensuun yliopisto, 13–33. 
 
Son, A. & Pearce, P. 2005. Multi-Faceted Image Assessment: International Students’ Views 
of Australia as a Tourist Destination. Journal of Travel & Tourism Marketing. Vol. 18. No. 4, 
21–35. 
 
Spenceley, A. 2008. Tourism and Poverty Alleviation: Lessons from Southern Africa. In: 
McCool, S. F. & Moisey, R. N. (Eds.), Tourism, Recreation and Sustainability: Linking 
Culture and the Environment. 2nd ed. Wallingford: CABI Publishing, 197–219. 
 
Swarbrooke, J. 1999. Sustainable Tourism Management. Wallingford: CABI Publishing. 
 
Swarbrooke, J. & Horner, S. 2007. Consumer behavior in tourism. 2
nd
 ed. Amsterdam: 
Elsevier. 
 
Thompson, C., O’Hare, G. & Evans, K. 1995. Tourism in The Gambia: problems and 
proposals. Tourism Management. Vol. 16. No. 8, 571–581. 
 
Thøgersen, J. 2004. A cognitive dissonance interpretation of consistencies and inconsistencies 
in environmentally responsible behavior. Journal of Environmental Psychology. Vol. 24. No. 
1, 93–103. 
 
Ticehurst, G. W. & Veal, A. J. 2000. Business research methods: a managerial approach. 
Frenchs Forest: Longman. 
 
Tosun, C., Temizkan, S. P., Timothy, D. J. & Fyall, A. 2007. Tourist Shopping Experiences 
and Satisfaction. International Journal of Tourism Research. Vol. 9. No. 2, 87–102. 
 
Twomey, D. F., Twomey, R. F., Farias, G. & Ozgur, M. 2010. Human Values and 
Sustainability: Can Green Swim Upstream? People & Strategy. Vol. 33 No. 1, 52–59. 
 
83 
UNWTO. 2010. Joining Forces: Collaborative Processes for Sustainable and Competitive 
Tourism. Madrid: World Tourism Organization. 
 
Veal, A. J. 2011. Research methods for leisure and tourism: a practical guide. 4th ed. Harlow: 
Prentice Hall. 
 
Vereczi, G. 2010. Foreword. In: Spenceley, A. (Ed.) Responsible Tourism: Critical Issues for 
Conservation and Development. London: Earthscan, xix–xx. 
 
Vermeir, I. 2009. Sustainable Food Consumption, Involvement and Knowledge: An 
Application of the Theory of Planned Behavior. In: Saito, F. (Ed.) Consumer Behavior. New 
York: Nova Science Publishers, 87–103. 
 
Weaver, D. 2006. Sustainable Tourism: Theory and Practice. Oxford: Elsevier Butterworth-
Heinemann. 
 
Wells, W. D. 1993. Discovery-oriented Consumer Research. Journal of Consumer Research. 
Vol. 19. No. 4, 489–504. 
 
Wight, P. A. 1997. Ecotourism accommodation spectrum: does supply match the demand? 
Tourism Management. Vol. 18. No. 4, 209–220. 
 
Zografos, C. & Allcroft, D. 2007. The Environmental Values of Potential Ecotourists: A 
Segmentation Study. Journal of Sustainable Tourism. Vol. 15. No. 1, 44–66. 
 
References from Internet: 
 
Mowforth, M., & Munt, I. 2003. Tourism and sustainability: New tourism in the Third World. 








UNWTO. 2001. Global Code of Ethics for Tourism. In Internet: <URL: 
http://ethics.unwto.org/en/content/full-text-global-code-ethics-tourism> (Read 3.5.2013)  
 
World Commission on Environment and Development. 1987. Our Common Future 
(Brundtland Report). Geneva: WCED. In Internet: <URL: http://www.un-documents.net/our-




Ferber, R. 1977. Research by Convenience. Journal of Consumer Research. Vol. 4. No. 1, 57–
58. See Wells 1993. 
 
Murphy, P. E. 1985. Tourism: A Community Approach. London: Methuen. See Murphy & 
Price 2005. 
Appendix 1. Previous studies   (1/3) 
  














and a social desirability 
scale: Use and adaptation 
of existing scales 
- 5-point scales 
A small negative relationship 
between materialism and 
environmentalism was found. Any 
significant social desirability bias 






based sustainable behavior 
Part of a wider research 
program 
- Environmental behavior 
and attitudes, travelling 
habits: Quantitative on-
street survey 
- Later focus group 
interviews 
Environmental behavior 
implemented at home may not be 
transferred to holidays, and for 
some, it can be used to justify the 





Segmentation of potential 
Australian ecotourists in 
terms of their social 
values 
Questionnaire using e.g. 
scales 
 
- Measuring social values 
by 7-point asymmetrical 
rating scale 
- Likert scales 
Segments of Ideological 
Greens, Moral Relativists, 
Dualists and Libertarians. Past 
research has linked environmental 
concern with ecotourism. As a 
result the majority of potential 
ecotourists do not have 
particularly green values. This 
market is not restricted to those 
who are specially committed or 




Impacts of value 
orientation, environmental 
concern and willingness to 
accept economic sacrifices 
to protect the environment 




- Self-enhancement and 
self-transcendence values 
by Schwartz 
- Other questions with 5-
point and 7-point Likert 
scales 
An existence of significant 
relationship between the studied 
factors. However, from the four 
value types of Schwartz, 3 were 





Impacts of environmental 
values on tourism 
motivation in the case of 
festival attendees at the 
International Festival of 
Environmental Film and 
Video in Brazil 
Questionnaire 
- List of motivational 
items (5 categories: 
escape from routine, 
festival attraction, site 
attraction, family 
togetherness, 
socialization; use of 5-
point Likert-type scale) 
- The NEP scale 
Some significant motivational 
differences exist among the 
environmental concern groups 
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Lam & Hsu 
(2006) 
Predict the Taiwanese 
potential visitors’ 
behavioral intention of 
choosing Hong Kong as a 
travel destination. The 
study used the past 
behavior variable with the 
theory of planned 
behavior (TPB) model 
which is based on the 
constructs of attitude, 
subjective norm and 
perceived behavioral 
control 
Focus group interview to 
validate some items in 
the instrument & pilot 
study 
Questionnaire 
- 7-point Likert scales 
- Attitudes: semantic 
differential scales (e.g. 
positive-negative) 
- Past behavior of 
travelling to Hong Kong: 
6 categories ‘‘0 time’’… 
‘‘more than 10 times’’ 
The TPB model did not receive 
complete support in the context of 
travel intention. Findings showed 
that past behavior, subjective 
norm, and perceived behavioral 
control, but not attitude, had direct 
impact on behavioral intention. 
Taiwanese travelers’ attitude 
toward Hong Kong does not 
influence their travelling intention 
to this city. 
Li & Cai 
(2012) 
The effects of cultural and 
personal values on travel 
motivation and behavioral 
intention 
Questionnaire 
- 7-point Likert scales 
- Values: LOV scale 
- Choice of the most 
important value in 
respondents´ lives 
Positive relations between studied 
factors: Values and travel 
motivation had several positive 
effects on behavioral intention, 






Business and leisure 
travelers’ environmental 
attitudes, green behavior 
at home and the 
importance of different 
green attributes in a hotel 
Online survey 
- Green behavior at 
home: selection of all 
activities from a list of 7 
items that is performed at 
home 
- The environmental 
attitudes: scale of NEP 
- Importance of the hotel 
attributes: 7-point Likert 
scale 
Business travelers had more pro-
ecological worldview and were 
more inclined to perform green 
activities at home than leisure 
travelers. Business and leisure 
tourists were very similar when 






The awareness of 
environmentally-friendly 
products, and beliefs in 
the importance of 
responsible practices and 
in the effects of pro-
environmental products 
Questionnaire 
- The researchers were 
available to explain the 
questions if needed 
- 3-point scales (e.g. not 
important-important-very 
important) 
The high importance of 
sustainability in daily purchases 
and tourism products was 
interrelated. Also the sustainable 
indicators of tourism product 
providers were appreciated. Belief 
in the effects of pro-
environmental products was 
interrelated to the importance for 
tourism businesses to follow 
responsible practices. Familiarity 
with the term environmentally-
friendly was related to 
appreciation of responsible 
practices. 








- 5-point and 9-point 
scales 
- Perceived similarity of 
behaviors: pairwise 
comparisons, the degree 
of similarity of each pair 
on a scale from 0 to 10 
The desire to avoid inconsistency 
is an important factor shaping pro-
environmental behavioral 
patterns. However, the influence 
of this factor depends on the 
perceived similarity of the 
behaviors and on the perceived 
(moral) importance of pro-
environmental behaving. 
Inconsistency may occur if people 
themselves see no inconsistency 





based on the 
environmental values of 
potential ecotourists 
Questionnaire 
- The NEP 
- Indication of the 
predisposition to ‘do 
ecotourism’ in the visited 
site 
- Analytical Hierarchy 
Process 
The biodiversity protection is 
prioritized by all segments as the 
most salient ecotourism attribute. 
Although the segments of 
ecotourists can hold different 
‘mixes’ of environmental values 
they generally agree in their 
prioritization of which ecotourism 
elements are more important. 
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